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Folks 


Who 
Read 


Country people read country 
papers. 

Country papers are made for 
country people. 

Country people are not gen- 
eral readers. 





Country people depend upon 
country papers. 

Country people read adver- 
tisements. 


Country people buy of adver- 
tisers. 

The papers of the Atlantic 
Coast Lists are all coun- 
try papers. 


There are 1,400 of them, all local. 

One electrotype all that is needed. 

Half a Cent a Line a paper for transient 
advertising. Quarter of a Cent if 1,000 
lines are used. 


ATLANTIC COAST LISTS, 
134 LEONARD ST., NEW YORK. 
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THE USE OF THE COLORED PICT- 
URES AS A CIRCULATION 
RAISER. 


By George Enos Throop. 


Some years ago one of the promi- 
nent newspaper managers of the coun- 
try, when approached on the subject 
of using outline illustrations in his 
paper, declared that he was making 
and selling a newspaper, not a picture 
book. Very recently this same man- 
ager has introduced illustrations into 
his sheet, but unfortunately after it had 
become an old story with all his rivals, 
and therefore of very little use in at- 
tracting new readers, or even keeping 
old ones. 

When approached recently on the 
subject of using colored pictures as aux- 
iliaries, this same newspaper man re- 
marked that he was selling a news- 
paper, and when he had to give a pict- 
ure to make it go, he would shut up 
shop. Now, it may be said that out- 
line illustrations of news events are le- 
gitimate adjuncts to newspapers, but 
colored pictures having no bearing on 
the news of the day are illegitimate. If 
this is so, all short stories, jokes, 
household receipts, etc., which make 
the daily paper so interesting, should 
be left out, and the paper devoted to 
news alone. However that may be, the 
colored picture, as used with a news- 
paper, is but a means to an end, and 
serves but to attract the people who 
are not now its readers. The news- 
paper itself must be the permanent at- 
traction, Pictures should be regarded 
as so much money spent in advertising, 
and the merchant might as well say 
that his goods should sell themselves, 
as the publisher that his paper being 
attractive must necessarily be bought 
by these people who have never been 
induced to read it, and therefore do 
not know its merit. 

Advertising is necessary to introduce 
an article, whether it be a remedy, a 
relish, or a staple necessity. Advertis- 
ing by means of some offer is also nec- 
essary to introduce a newspaper to 


people not now reading it, no matter 
how bright it may be. 

Within the past three to five years 
the colored picture has come into use 
very prominently with the daily newspa- 
pers as a circulation raiser. The methods 
used in the main are two. First, the 
coupon plan, in which a large picture 
is given free to each subscriber return- 
ing from 15 to 45 coupons (or what- 
ever number the newspaper may re- 
quire), and second, the small weekly 
picture, one of which is given each 
week (generally on Sunday). Both 
these methods have their advocates, 
and both their advantages. It may be 
said very truly, in favor of the small 
weekly picture, that the people of the 
present day wili not take the trouble to 
save a lot of coupons, and that the 
only way to attract them is to give 
something each Sunday, making it, as 
it were, part of the paper. 

On the other hand, the promiscuous 
giving of small pictures is apt to make 
the public undervalue their merit and 
cost of production. 

This is shown by the fact that, al- 
though the publisher may pay one cent 
each for these small pictures, he will 
find, after giving from five to ten weeks’ 
supply, that in many cases the public 
will not even take the trouble to carry 
them home, but leave them strewn 
about the streets. 

In short, with pictures as with every- 
thing else, too much familiarity is apt 
to breed contempt. 

Now, in the case of the larger pict- 
ure, a most creditable production may 
be procured for from four to seven 
cents each, especially if they are copies 
of noted etchings or engravings. In 
fact, to the public at large, they are ex- 
actly like the pictures sold in art and 
dry goods stores at from fifty cents to 
$1.00 each per copy. These pictures 
may be framed and placed in the win- 
dows of the prominent news stores, 
hotels, and restaurants (with a card an- 
nouncing your offer), where they will 
be seen by a large number of people. 
Dry goods men and druggists will 
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gladly exhibit them in their windows 
to attract a crowd, especially if they 
are mentioned in the paper each day, 
in the list of places where the pictures 
may be seen. 

In fact, from this beginning many a 
merchant who never took a line of 
space has been led to see the advan- 
tages of advertising. Now, unlike the 
small pictures which go to the old sub- 
scribers of the paper, these large and 
apparently valuable pictures are exhib- 
ited in all parts of the city, and catch 
the eye of every one who goes out into 
the streets. When exhibited in frames 
they seem most valuable, and will be 
kept framed (especially as some little 
trouble has to be taken to secure them), 
and when secured by the public they 
are of some use, as they help to furnish 
a house, brightening many a dull wall, 
and filling many a bare space. 

Another advantage of the large pict- 
ures is, that there is no waste, as only 
those really wanting them save the cou- 
pons, while the small pictures are given 
promiscuously to any one and every 
one buying the paper. 

Another class of circulation raiser, 
which has come very prominently to 
the front lately, is the half-tone albums 
in parts containing views of the World’s 
Fair. One of these albums is given 
each week to any one returning three 
to seven coupons and ten cents. The 
ten cents more than pays for the cost 
of the albums, and the coupons, being 
cut from the paper, help to increase 
the circulation. The astonishing suc- 
cess of these albums goes to prove the 
truth of the saying that you can sell 
anything which is well advertised ; 
since these albums would hardly sell 
for three cents per part if for sale in a 
store, but when well boomed and clev- 
erly advertised they attract great masses 
of people who not only pay the ten 
cents, but save coupons and come per- 
sonally to the newspaper office. Large 
pictures have also been worked in the 
same way with even greater success, 
owing to the fact that they can be dis- 
played in an attractive form in different 
parts of the city, thus being seen by 
outside people, while the albums attract 
only the readers of the paper and their 
friends. 

In circulation, as in everything else, 
if you have a good article to offer, and 
the public are not required to take too 
much trouble to procure it, you can al- 
ways make a success, provided you 
push it in every possible way, not only 
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in the columns of your paper, but in 
every other channel you can think of. 
If, however, it is tried in a half-hearted 
way, the public are sure to know it, 
and to lack enthusiasm accordingly. In 
short, if a thing is worth doing at all, 
it is worth doing well. 
SEN > PO 


DISTRICT OF COLUMBIA. 





To decide about how to advertise in 
the District of Columbia, seems an 
easy matter, and it is so. Many ad- 
vertisers think the District of not 
enough importance to be considered in 
an advertising campaign, but in this 
they are wrong. Its population is 
greater than that of either of the Ter- 
ritories, Alaska, Arizona, Oklahoma, 
Indian or New Mexico, and is nearly 
half as large as that of all combined. 
It is larger than that of either of the 
six States, Nevada, Wyoming, Idaho, 
Montana, Delaware or North Dakota, 
and a good deal larger than the com- 
bined population of the three first 
named, It has an area of sixty square 
miles, 

The City of Washington is prac- 
tically all that there is to the District 
of Columbia. According to the Amer- 
ican Newspaper Directory for 1863 
there are 67 papers of all sorts, and 
of these many have large issues, one 
printing more than a hundred thousand 
copies every issue, but the readers are 
not within the limits of the District. 

To reach the people of Washington 
the advertiser has to consider only the 
daily papers, and of these there are but 
three. We will consider, first, the 
newest, the Zvening News—a good 
paper decidedly, and one having friends 
and patrons. A paper well worth an 
advertiser’s consideration. 

Next, we will consider the Wash- 
ington Post. It is the only morn- 
ing paper, and an exceedingly good 
one. It compares favorably with 
the best American papers, wherever 
published. Its Sunday edition is to be 
specially considered, for it occupies a 
most important field, and is satisfac- 
tory to everybody. The Post has 
vastly improved in recent years, and 
has become an exceedingly valuable 
property. 

Finally we speak of the Evening 
Star. In importance in Washington 
the Star comes first, and is probably 
not only the most conspicuous and 
prosperous daily in Washington, but 
is without doubt the best appreciated 














and best patronized evening newspaper 
in the United States. In point of cir- 
culation it is not reached by any other 
evening paper that is sold for more 
than one cent anywhere in America. 
The circulation of the Star is con- 
fined almost exclusively to Washing- 
ton. It isclaimed for it, and probably 
truthfully claimed, that no other news- 
paper in the country goes into so largea 
percentage of all the houses within a 
radius of twenty miles from the office 
of publication. 

The Star has enjoyed unprecedented 
prosperity for twenty-five years, and is 
one of the very few papers that has 
failed to advance its advertising rates 
in proportion to its growth in circula- 
tion, influence and popularity with the 
community in which it is issued. 

Considering its character, influence 
and circulation its advertising rates 
are exceedingly low, being matched 
in this respect by no more than 
two or three newspapers issued in 
other sections. The class of advertis- 
ing it carries is of the best. The value 
of this paper to an advertiser, all 
things considered, and taken in con- 
nection with the comparative cost of 
advertising in it, places it not lower 
down than third in a list of all 
the best daily papers published in the 
United States, and in making out such 
a list a well informed advertiser will 
have great difficulty in deciding upon 
even so small a number as two to place 
in advance of the Star. He may even 
fail to fix upon one. 

The actual average circulation of the 
Star, as given in the last issue of the 
American Newspaper Directory, is 
36,986. It is, and always has been, 
the only daily in Washington to fur- 
nish the publishers of the Directory 
with a statement of circulation, made 
with such attention to definiteness and 
detail as would permit of its accuracy 
being guaranteed by the Directory by 
the usual $100 forfeit. 





THE advertising agency of N. W. 
Ayer & Son, of Philadelphia, is un- 
questionably the largest and probably 
the best equipped of any in the United 
States. It has more and larger patrons 
than any other, and, taking one thing 
with another, it is questionable whether 
they are not entitled to the credit of 
securing for their patrons better service 
than can be counted on from any other. 

Although the firm name has always 
been N. W. Ayer & Son, yet the credit 
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of establishing the business belongs 
primarily to Mr. Frederick W. Ayer, 


the present head of the firm. Many 
persons credit the genial qualities and 
undoubted ability of Major McKin- 
ney, Mr. Ayer’s junior, with having 
exerted a vast influence in the wide ex- 
tension of the business. 

Had Messrs. Ayer & Son removed 
their principal offices to New York 
City twenty years ago their business 
would at this time be more than double 
what it is at present ; but it should be, 
and doubtless is, a great source of 
pride and satisfaction to Mr. Ayer and 
Major McKinney that they have been 
able, while remaining in Philadelphia, 
to build up a larger advertising busi- 
ness than has ever been secured before 
by any advertising agency in New York 
or elsewhere. 

SOUND ADVICE. 
Office of Perer P. Stvexeree, 
Mt _ Se. 
USKEGON, Mich.,, Feb, 17, t 
Editor of PRINTEKS’ INK: dais 

Every person engaged in any form of ad- 
vertising has a certain idea of the superiority 
of his special idea. Sv to be no less than any 
other man I have the idea of mine. It con- 
sists of circular advertising and distributing 
and the results to be obtained, - 

First, writing up the ad. Never, under any 
circumstances, allow a circular of yours to 
read ‘‘ Bankrupt Stock,’’ ** Closing Out” or 
any such form for a heading. Strive toget up 
a heading that is simple, catching and to the 
point. Current events of a locality are good 
to use, and you willsoon have the reputation 
of being original. 

After your bill is printed one-half is done, 
Now for your distributer. Your man must be 
honest, courteous and, above all, not too 
“flip.” 

House to house distributing is the only kind 
that pays. Your man must never ring a door 
bell, never neglect to close a gate, never make 
unnecessary noise, never get intoan argument 
on the merits or demerits of the bill he has 
with him, never neglect to say that that store 
does as it advertises, never to pass a house 
when he is to make a thorough distribution, 
as that is the house whose owner will get into 
a conversation with the proprietor of the bill 
and say he never saw one. Teach your man 
the above facts, and make him follow instruc- 
tions, and you will hear f.om yvur circulars, 
I have stoed by the above facts, and worked 
them out, forfourteen years, and am satisfied 
with the result. Now, the results to be ob- 
tained. Your customers will largely be people 
who don’t read the papers. You say, well, 
** all people nearly read the papers, or ought 
to.” That is very true, but because those 
people don’t read the papers, that should be 
no reason why those people should be deprived 
of bargains, etc., that may take place in your 
store, And if your bill is a catcher you will 


be surprised at the number of people who do 
read the papers who are your customers. In 
conclusion, pay as much and more attention 
tothe one who distributes your circulars as you 
do to the one who prints them, Awow your 
man, and your results will take care of Fo 
ETER P, STEKETEER, 


selves. 
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TELL THE TRUTH. 


George Washington, J. E. Powers 
and Grover Cleveland are the fathers 
of truthfulness in this country, and the 
greatest of these is Powers. He insti- 
tuted the system of veracity in Wana- 
maker’s advertising, and enjoys to an 
embarrassing degree that sincerest of 
all flattery—imitation. 

Truth is a good thing, no matter 
who invented it. 

Rogers, Peet & Co. ina recent ad 





said: ‘‘They were intended to be 
worth $2.25, but they’re not.” That 
was good advertising. All the better 


because so few do it. Men who ad- 
vertise are so used to drawing the long 
bow that it is hard to make them see 
the advantage of strict truthfulness. 
They are men, too, who in everything 
else are models of integrity. 

I have gone to the head of a dress 
goods stock for an item to advertise 
and had a conversation like this : 

‘* Well, here’s some 38-inch wool 
suiting—stripes, plaids and checks, that 
we can sell at 29 cents.” 

** Ts it a// wool?” 

“Well, no, it’s really only half 
wool. The warp is cotton, dut you 
needn't say anything about that.” 

At another time : 

** Here’s some stuff we’ve had nearly 
three years. The original price was 
$1.50 a yard. Put it in at 69 cents 
and say regular price one-fifty.” 

It is needless to say that the items 
did not go in inthat way. Everything 
was told about, just as it was, and in 
less than six months’ time the system 
brought its reward. In that store I 
have time and again heard one cus- 
tomer say to another: ‘* Well, you can 
always be sure that they have what 
they advertise here. It isn’t so at 
——’s,” mentioning the principal com- 
petitor. 

Once you get people to believing 
what you say, itis no trouble to sell 
goods. It is a good thing to write 


about something occasionally in such 
” way that that thing itself 


an ‘*‘ honest 


won’t sell. People will then give you 
credit for being equally honest when 
you use superlatives. 

As a matter of fact, the spot in most 
folks’ minds on which superlatives 
strike has become so callous that they 
make no impression at all. Hit their 
comparative bumps awhile—give the 
superlatives a little rest. ‘‘A burnt 
child dreads the fire,” and once you 
fool a reader of your advertising you 
will havea hard time in getting his 
consideration again. No matter how 
small the thing may seem, or how un- 
likely you think people will be to notice 
a discrepancy. As the printers say, 
make everything ‘‘ justify.” One letter 
out of place may ‘‘ pi” a whole form. 
It’s that way in advertising. One lie 
will spoil the effect of fifty truths. 


GOOD SHOE ADVERTISING. 


Bridgeport, Conn., has at least one 
good advertiser—an imitator of the 
Wanamaker style, and a good one. 
Here is one of his latest ideas : 








Shoe News. 


Weather: Wednesday, Feb. 14.—Fair and 


warmer, 

Bargains to-day, ten cents less 
to-morrow, twenty cents less 
Thursday, thirty cents off 
Friday. 

Several hundred pairs of 
shoes on the bargain table, 
odds and ends, most all kinds, 
few of a kind. 

Marked at half price. 

Pick ’em out to-day for 19, 
38, 48, 58, 67, 88c. and $1.12, 
$1.33 and $1.57. 

The price drops ten cents 
every day this week on what 
remains unsold. 


Joun G. How ann, 
405 Main Street. 





The ads are changed daily and are 
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of varying sizes, but not often over 
four or five inches, single column. 
There is always something new in 
them, and in every one is something 
that makes you feel that what How- 
land says is so. I consider the ad 
above an exceptionally clever one. Be- 
ing one of a continuous series makes it 
stronger than it would otherwise be. 


THE POWER OF PRICES. 


Most of the good things about ad- 
vertising have been said. I do not ex- 
pect to give any strikingly original 
points to retailers, but I do expect to 
give good points—useful ones. 

There are some things about adver- 
tising that will bear repetition and re- 
iteration. One of them is that the best 
and most powerful thing to put into a 
retail ad is price. That is really what 
people want to know. The prices 
must be right, of course. <A furniture 
dealer complained to me recently that 
business for the preceding week had 
been very slow with him, though he 
couldn’t see why. On looking up the 
papers for that week I found that, 
while he advertised ‘‘ best Lowell in- 
grains at 63 cents a yard, regular price 
85 cents,” his principal competitor 
said ‘* best Lowell ingrains at 59 cents, 
regular price 75 cents.” Now “‘ best 
Lowell ingrains” are all alike in qual- 
ity. Other items showed like discrep- 
ancy and made about as bad advertis- 
ing as it was possible to have. 

Read competitive ads as closely, or 
more closely, than you do your own, 
and, as the Irishman said at the fair, 
** When yez see a head hit it.” 

Don’t be a follower, however. Make 
the cut price yourself, and make it so 
low that, if your opponent beats it, he 
is doing it at a loss. The first cut need 
not entail an actual loss—the “‘ cut- 
under” usually does. For ail that, I 
think it is wise to meet or beat the 
price of your competitor in any case. 
It is better sometimes to sell certain 
goods at no profit at all than not to sell 
them, especially if they represent an 
increase on the normal sales. The 
cumulative effect—the good-will en- 
gendered—will bring the profit later on. 


ABOUT THE READY-MADES. 


You’ve seen a man _ screening 
gravel? I am a sort of advertising 
gravel screen. All sorts of advertising 
ideas are thrown against my idea-sifter. 
The worst don’t get through—they are 
thrown back, discarded. The screen 
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must not be too fine, however, or not 
enough material will pass through to 
build with. I do not wholly indorse 
an ad simply because I publish it with 
the ready-mades. Sometimes a single 
sentence is what pulls it through. Be- 
sides that, there is an intelligent differ- 
ence of opinion as to what constitutes 
good advertising, and I am not so pro- 
foundly egotistical as to say my way is 
the only good way. I know that the 
way I advocate has paid and is paying, 
but other ways pay, too. The ready- 
mades are all good, but of different 
kinds Take your choice. 





For Farm Implements—(By J. B. Mitlis). 


WE SELL 
FARM TOOLS. 


When in need of anything in our line 
drive up A/arshadll street to No. 87, tie 
your horse outside, step aside and we'll 
show you the finest stock of Agricultural 
Implements you ever saw. 


M. O. HASEEDE. 


For a Harness Dealer—(By J. B. Mills). 


FINE HARNESS. 


We won’t mention prices—our reputa- 
tion stands for that—we sell good goods 
and get good prices; not high prices, but 
good prices—good for you, good for us, 

Let us hear from you when a trace 
breaks or you need a halter, or perhaps 
you will want a pair of blinkers, 

See, we keep everything. 

U. R. CASTAWAY, 


189 Clifton place, 





For a Grocer—(By R. W. Burnett). 


HIS MOTHER’S 
BREAD, 


he says, was always “so light an sweet.”’ 
Weil, there is a “ knack” in it, but don’t 
forget that the KIND OF FLOUR makes a 
big difference. You can beat your mother- 
in-law in the art if you can get him to buy 


the 
XXXX 


KODATA 


WHEAT 
FLOUR. 


It is the very best, costs no more 
than the common flour, and. we 
sell it under guarantee, 


WHEAT, FLOUR & CO, 
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For a Grocer—(By Joseph C. Du, ', West- 
yy A at 


', Mass.). 


Fresh Strawberries 


are not in yet, but a very good substitute 
for them may be found in our ST RAW- 
BERRY COMFATURE, possessing the 
natural flavor and forming a dessert that 
elicits at the table the word of commenda- 
tion—"“* more,”’ In bulk or in glass, 


25c. Ib. 


POMEROY & SONS, 
Grocers and Fruit Dealers. 





For a Grocer—(By Mrs. G. F. Hunt, New- 
ton, Mass.). 


A Vexed Question 
Settled. 


When Cupid, having wrought his will, 

And winged his arrows with such skill, 

That one alone, in whirring flight, 

Has fixed two hearts in self-same plight, 

He, naughty boy, then spreads his wings 

And turns his thoughts to other things, 

Content to leave his work undone ; 

For well he knows that, once begun, 

Hymen will take it for his part, 

Completing it with graceful art. 

Then wedding bells are in the air, 

And wedding whispers everywhere, 

Till one, with direful import fraught, 
mes at last a haunting thought. 

* What shall J give this bonny bride, 

Who has a world of gifts beside ?”’ 

My anxious friend, look up with hope, 

Give her a box of GOLDEN SOAP! 

’Twill keep her snowy laces white, 

And make the paint and windows bright 

Within her home—a dainty nest— 

Where peace and purity shall rest. 





For a Druggist—(By J. B. Mills). 


Heads That Ache 


are not what they’re ‘‘ cracked up”’ to be, 

If you've been out late—to the club, to 
a reception, well, any place—your head 
may a inthe morning. If it does, take 
one 0 


Ball’s Headache Powders 


in a wine glassfull of water before break- 
fast. That’s all—it willdo the business— 
make your head clear as a bell. 





A Dry Goods Suggestion—(By C, A. Bates). 
HERE’S A 

DRESS FOR SOMEBODY. 
Several dresses, in fact, but only one for each 
somebody. There are probably fifty dress 
patterns in the lot. 


The goods used to sell at $1.50 a yard, but 
that was two seasons ago, There isn’t any- 


thing wrong with the quality--that’s as good 
as it ever was. It’s the out of date patterns 
that make us sell them at 69 cents a yard. 
They'll make nice house dresses, and will do 
for the street if you’re not too much of a slave 


to style, (Describe the patterns), 
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(For a Druggist—By C. A. Bates). 
Lingering 
Chills. 


The poet says: “ But winter, 
lingering, chills the lap of May.” 
That isn’t the only kind of linger- 
ing chills that winter brings. The 
sort that precede influenza and 
pneumonia may be guarded 
against by the prompt use of 


‘*‘ Pyramid 
Pulmonic Paste.’ 


It will relieve, in a few minutes, 
the most stubborn cough, and con- 
tinued treatment completely erad- 
icates all symptoms of cold. 25 
cents buys a jar of the paste and 
a small spoon which holds the 
exact dose, 


PHARAOH’S 
PHARMACY. 





For a Shoemaker—(By A. Kennedy, Ash- 
land, Ky.). 


All solid the stock, such goods they are rare, 
We make nothing else, we deal on the square, 
We comfort the fect, no matter how tender, 
We aim to please all, no matter what gender. 
Our prices are low, our workmanship splendid, 
All goods C. O. D., so don't be offended, 

If you wish a good fit, let me measure your 


feet, 
And I'll guarantee the work to be neat. 





For an Oyster Saloon—( By Harry C. Irwin). 


‘©O, PROMISE ME 


you'll bring homea box of Smith’s Fried 
Oysters.”” These are his wife's parting 
words on 


LODGE NIGHTS. 


She always gets them and they save 
lots of curtain lectures, A hint for 
husbands: You can stay as late as you 
like if you remember 


SMITH’S OYSTER HOUSE, 
Oysterville. 





For Shoes—( By P. P. Stekem). 


DO 


you fully understand the necessity of 
wearing shoes that fit the feet? Do you 
know what 


YOUR SHOES 


bring if right sized and comfortable ? Ease 
of feet, ease of limb, ease of head and, 
most of all, ease of temper. Get all this 
by wearing the shoe. It is simple, 
neat andstylish, A perfect 


FIT 


or money returned. 


FITEM & SELLEM, 

















PRINTERS’ INK. 


THE TORONTO DAILIES. 
Tue Toronto ** Worp.” } 
Toronto, Feb. 17, 1894. 
Editor of Printers’ Inx: 

You say in your issue of the r4th iust. that 
“no human being can find out how many 
copies any of the seven [Toronto dailies} 

rints.” Tn the first week of this year we 
orwarded to the American Newspaper Direct- 
ory a detailed statement of the Wordd's 
circulation for bes according to the require- 
ments of the Binsin. Your statement 
therefore, does an injustice to at least one of 
the seven. ACLEAN, 

Publisher of the Toronto World. 





Upon inquiry of the editor of the American 
Newspaper Directory, Printers’ In« learns 
that Mr. Maclean did send such a statement, 
and that his average issue for the year 1893 
actually was 12,732 copies daily, It is, there- 
fore, apparent that after the next issue of the 
Directory has appeared (April 30) there will 
be one exception to be made in the statement 
that “no human being can find out how many 
copies any Toronto daily prints.” 

A letter to Printers’ Ink from the pub- 
lishers of the Toronto Maz? asserts that that 
paper regularly makes known to its readers 
up in Canada certain figures which it calls 
“circulation returas.” From this it would 
appear that an advertiser can obtain and store 
up this information by subscribing to the 
Mail and employing an accountant, 


WHERE TO GET INSPIRATION, 
35 Hawkins STREET, t 
Boston, Feb. 16, 1894. 
The writer takes pleasure in saying that he 
has received a good deal of inspiration from 
the columns of Pxmnters’ Inx,. 
C. H. Graves & Son. 








WE ARE THE “UNDERTAKER'S” FRIEND. 
“Tue WESTERN UNDERTAKER.” { 
Cuicaco, Feb. 13, 1894. § 
Printers’ Ink is the only publication I 
clip from where | have occasion to mark the 
copy ‘‘ set both sides.” 
Hersert S, Fassett, 
Editor and Publisher. 





BUT WHY WITHDRAW THE SPOON 
OFFER? 


FLETCHER NEWSPAPER 2 f 


GENCY, 
CLEVELAND, O., Feb. 20, 1894. 
Editor of Printers’ Ink: 
GENTLEMEN—Kindly withdraw that spoon 
offer, Circular fiends are bad enough without 
any encouraging. Life is short, and fiends 
find little favor at this establishment, 
Fraternally, A.C. FLercHer, 
Fletcher Newspaper Advertising Agency. 


LIVELY LETTERS, PROBABLY. 

D. Lambert, of Apponaug, R. I., has 
several thousand ‘letters and addresses, re- 
ceived from all parts of the country, that he 
offers for sale. Mr. Lan.bert advertises a 
proprietary article under the trade-mark of 
“* Death to Lice,” 
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ANOTHER FORTUNATE NEWSPAPER. 
Detroit, Mich. Feb. 19, 1 
Editor of Pruxters’ Ink » ty 
Last week you cated t that you would like 
to hear from a paper that = paying its ex- 
nses from itscirculation, We desire to say 
that the /d/ustrated and Sunday Suns have 
that rare and peculiar trait. The following 
statement for the week ending February 3, 
1894, of papers sold and money received, to- 








gether with actual running expe! proves 

that our circulation leaves a profit. This isa 

fair average week. 
Number of papers printed.... 102,500 
NE GE Sri occesccccses $327 50 
Postage and express......... 135 +o 
Aiken witnadencceciees 50 co 
Press department ........ 165 00 
Composition and all other ex- 

PONSES.... 02.260 ceccccces 678 00 
62,560 papers sold at 2%c..... 1,574 00 
Total CRPOUKC, ccsciccscvses 1,355 70 

(EE——Eeeee . Ganp ge 


Yours very truly, 
INTEK & BAKEr 


Classified ee 
Atmore thee daplag. 16 cote eh 
more, 25 é 
be handed in one woos % in adva: AY ne “Deer 
WANTS. 
Ts 8ST. NICHOLAS MAGAEINS wants your 
attention, and Geserves it 
pos your 
JESTER 





‘own pa paper. Write THE 
., Rochester, N. » ws 


DV. MANAGER—Do you want an  ozpettences 
A one? “BUCK,” ” care Printers’ Ink 
= Se “postage stamps are bought 
E. T. PARKER, CER. Bethlehem, Pa. 


10, 000 8 xx. @ linen CS, Sea ae ee for 


J. BA 
P REMIUMS WANTED—Send catalogues and 
lowest price to W. H. ELLIS, oem tM 


LLUSTR’D features for nev 
HARPER ILLUSTRATI TRATING pe Golumbas O. 


AP vented, Samplesand terms free. Send 
6c. postage. wank aC. CO., Fremont, O. 


N expert o: the circulation is open 
for consultation. —- fan ny 
Address “ CIRCULATIO. ATION,” care Printers’ Ink. 


oe 5 MALL TALK A ABOUT B BUSINESS.” By mail. 
reper, cloth, 75 cents. FRE- 

M ’ PUBLISHING CO ., Fremon 
66 GMALL TALK ABOU’ ABOUT BUSINESS.” 
AF let tells about it—sent 
FREMONT P’ BLISHING CO., Fremont, 0) 


Rhys poumens troubled with corns, bunionsor 
warts to send for free sam; P ae te 


A 


sian Corn Cure. COHN, 332 ae St., A 
pi = mga aed d to increase 
ng patro' are invited to 
ive y— i, (cireu ete.) to “ OBC TO DAT 
care Printers’ Ink. 


AKE nw own e Simplest 
Mf cess"in f mee ten — 
n m or samples. . KAHRS, East 
33d St., New York 


WNERS of advertising space in good medi- 
O ums, who will insert A sy 
a 

rook ° 


NY one who wantsa good writing-machine 
= save —, Be. ones and preg Fs 


tin e best— ‘K- 
OFF. SI SEAMANS & RE BENEDICT, New New York. 





REE! FREE! | Multicopy and 
FRiiscuon ae eae 
phiet, ‘Facts W: orth On Consid ” mailed. BEN- 

3ER DUPLICATOR CO., fassau St., N. ¥. 
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O you wanta snap! A complete hot. job 
D°xa z newspaper Office, doing the Ark: x. Joe 
State Zoe and a ba —— peronaes, 
is offered for sale at a 
For particulars address Ri Ww. | LEIGH, Mor Mor- 
rilton, Ark 
eecalart, ate ples, ete., dis- 
Nw tributed in fin District < Columbia and ad- 





{ening Bie ied ~AT paint + bul- 
ietin, barn ont fence advertisin; signs j iling 
and ‘addressing. RMAN J MARTIN CO- 
Washington, D.C. 
C= all-round ne’ per with 
experience in Boston, New York and and Wash- 
ington, is open to an offer from adaily or voy 
paper. First-class editorial and special wri 
pher and news, yt Able to take 
care Printers’ Ink. 


At LESS canoe a VE CENTS AN INCH we panne 
over half hundred fine half-tone Logs used 

in our art publication, none Mas 

are copies of famous 

for = ractive adve 
Be an fs an at Gk 

olyoke, Mass. 
PELARLE eernsnpendanio wanted at every 
county seat where we are not now repre- 
ected h local press prefer- 


Just the thing 
Send 10 fait, for 
TH, AXTELL, 


sented. Men conn 


el Send eatqrenets s — 
Pek, ASSOCIATED TRADE, & INDUS' 
918 FS8t., Washington, D. . C. 

A™=¥ business opportuni ity. We manufact- 
ure an — used avery extensively by We 
which is having a phenomena! sale. 
to find just the sort of a man in each 

county ae.e control exc! -o sale to the — 

rences, but no money required. rite 
for particulars DUPLEX EGG CARRIER « CO. on 
urn, 


envelope for 
e hustlers need 


(CORRESPONDENTS WANTED—Everywhere ! 
Bright, young newspaper men run across 
se 7 daily that are ex- 

NK’s ‘ 


of to 

are welcomed. Send alo: a@ sample item, = 

Nay mame snall be poe on our — list, 80 3 
‘ou receive r regularly an 

leaens how to lend effective ve aid towed it 


better. Address all sumenaadansioes to to P T- 


ERS’ INK, New York. 





ELECTROTYPES. 


A PYERTISING ELECTROTYPES. Patent 
light ween, metal backs. Best work. 
Prompt service. Wood or metal. WM. T. BAR- 
NUM & CO., Electrotypers, New Haven, Conn. 
RITE me, stating size an size and ad quentiy of elec- 
trotypes that you ether wood 
or metal backed, and pees — uotation which 
will =e rexy. money. E. T. SER, 15 Beek- 
man 8 
Cm: UTYPE is preferred by advertisers be- 
cause it is 10 per cent cheaper than other 
cuts; it isso light for mailing 
purposes you save the cost f Pt ut. dant 3 on 
wood as well as a eu le. Cel uty 
nines ufactured b yihe pe 


iF f. W DORMAN AN CO Baltimore, Md., U. SA 


STREET CAR ADVERTISING. 
WRITE TO FERREE, First National Bank 
Bldg., Hoboken, N. J. 


er 2 ‘OR street car advertising in New Englands ad- 
dress M. WINEBURGH, Times Bldg., N. 


<3 J. JOHNSON, 








IG inducements for advertising on the ele- 
vated railways New York, Brooklyn and 
everywhere. Kates and ori 


street cars 
N BROS., Temple Court, N. Y. 


sketches free. CO. 





+o 
TO LET. 
ADVERTISING space in ST. NICHOLAS. 


I EMINGTON Standard Typewriters, 327 Broad- 
way, New York. 





PRINTERS’ INK. 


r re ay office in building No. 10 Spruce 
reet. and well ge hg = eat ; 


pa... light; about 25x40. subdi- 

vided into several offices. Kent, $50 a month. 

For ae particulars address GEO. P. 
ROWELL & CO. 

BOOKS. 

ANGER SIGNALS, a manual of pw ny 

— for general advertisers. ‘ice, by 

mail, 50 cents. Address PRINTERS’ INK, 1 


Spruce St., New York. 


902 IDEAS on advertisement composition is a 
iy = pamphlet showing ninety different 

ways in ich the ge ne —— aavertise- 
ment can be displayed. vei managers, 
publishers, editors and fo oteny should have a 
= aa — mail for 25 cents. Address THE 
PRANT TER CO., publishers, 216 Monroe 


Bt rs nh 
SUPPLIES, 
vax BIBBER’S 
Printers’ Rollers. 


HE EPITOMIST gives circulation to its 
patrons. 


Zn for etching. BRU ERvcE & COOK, 19 
Water St., New York 
‘"Ee eae & “supplies & business when noth- 
Try ST.N cmap 


"Pas Pal PAPER i is Printed w with ink manufact- 
e W. D. WILSON PRINTING INK 


ured 
Co., L’t’d, Spr Spruce St. 9 bi) York. Special prices 
to cash buyers. 


APER DEALERS—M. Plummer & Co., 45 
Beekman St., N. Y., sell every kind of paper 
used by printers ‘and publishers at lowest prices. 
Full line quality of Printers’ Ink 
CBRE HECK THE INSERTIONS OF YOUR Ane— 
a ee eS or $5. r 1,000, I will fur- 
the sim 


nish lest and most com- 
orzo method of keeping track of the insertions 
our advertisements ever invented. TheGeo, 


owell Adv. Co. have used -_ for TON t 


A ears. Address WM. JOHNSTON, 10 
Spruce St., New York. 
ANDERCOO: K Engraving and Pub. Co.—“En- 


qe methods of engraving: 
engrevi ing, zinc engraving, half-tone en- 
ben EE llustrating of town, f: histoi 
d company catalogues, fine ‘souvenirs, books, 
manne requiring 
Li oie i social -to 
ications. Spec ne engre 
pubic Dearborn st.. Chicago, Ul., U.8. A 


ADVERTISEMENT ! CONSTRUCTORS. 
S* NICHOLAS. 


N 


offer expires in two wee 
Lock 








Y retail ads cost $1. New clients whe send 


me $1 will receive an extra ad This 
BERT MM MOSES, 


Box, 283, Brooklyn, N. Y. 
[v= read medicine quite a little, and I write 
~~ irculars and Pri 


‘ood mi circu: nc 8 ice de- 
ea m what want. Write to me. CHAS. 
RUSTIN BATES Vanderbilt Bidg., N.Y. “Circu- 
lars that sell medicine.” 
66 F2OOK of Ideas for Advertisers.” 50 illus- 


70 styles of ready-made ads. 


trations 
— of valent sugges- 


— of 2 ore. or 
tion Price 1s 
D. T. MALLETT, ten. 73 Reatle 8 St 


bs money back by telegraph if you don’t 

like my work. For any retail business 5 

snanple ads $5,2 for $3. .. ao 8 ike them and 

ant a good many more, probably I can reduce 

- you are outside the Aes 

lines, send for estimate. CHARLES AUSTIN 

BATES, Vanderbilt Bldg., N. Y. “ Ads that sell 
goods.” 


To lines neve ‘kept my aA pen and brain o 
o go since Jan en’s and boys’ cloth. 
ing, silk waists, hats, o-E.-. files, buggies, busi- 
oes collegs. roofing tin, real estate, doctor 
a loaders, numbering machines, hand 
pen Ny isplay trays, stamp protectors, razors, 


sarsaparilla, cut-rate drugs, cut-rate clothing, 

obesi pills and dentifrice. You’re next. What’s 
our line? D SCA. RBORO, Box 63, Station W, 
rooklyn, N, Y. 























PRINTERS’ INK, 


ADVERTISING AGENCIES. 
A™ indorse 8T. NICHOLAS. 





EO. 8. KRANTZ, special adv 
N. Y. dailies. ;- W. 14th St., N. 


EWSPAPER and rn 
Agency. 19 fase 14th St 14th Si lew York. 
peers City ani d country rs. 
See GEO. W. PLAGE, 82 52 Broadway, RY 
HAS. K.HAMMITT, Advertising,231 Broadway, 
N.Y., willserve you effect effectively, economically. 


100 LEADING dailies, circ. 6,000,000 5 $9 rate 
FLETCHER ADV. AGENCY, Cleveland,O. 


prema for 


a Remington Typewriter, and thus adver- 
_ your on and the possession of 
modern facilities. 


| ed ™ have in mind madras Bric a line of advertis- 


57 ee ht ress B, L. CRANS, Room 4, 
No, 10 Spruce S' 

F 1 intend ‘ wineries in any manner in O° 

3 consuls us. HERMAN J. MARTIN 

1902 Th, Washington, D.C. 

F you moe to advertise an anywhere 5. 

at any time, write to the . P ROWELL 
ADVERTISING CO., » 10 Spruce St., New York. 


LIAM HICKS, pro rietor, 
Nassa’ 
HERMAN J. Wash., D.C. 


a St., New York. 
Gasp yours adversissmonte for Rg Brockton 
ENTERPRISE direc 
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ONGRESS is in session. We are pers al over 
ents all over 


and pepestens for ee 
4S 8. be HERMAN PMARTIN 


rPRADE PS soumnais not not already on file with us 
mmissions. 
RESS, 


send adv. rates and co 
quae CIATED. TRADE: & peyesiaL P 
7 years, 





T#8 iE INTER STATE ADVERTISING AGENCY, 
ansas City, Mo., enjoys unusual facili 

ties fori handling any amount of eee 

can name the eens rates and guarantee is- 

faction. Write us—send your lists and “* copy.” 





ADDRESSES AND ADDRESSING. 
S™ NICHOLAS. 


DYgr3. 500 gam list of 500 lady agents for 
-* 25. med ad addresses, 50c. 
CHAS. A. GRABOW, Peru, 


yess will come again! @1 ! ‘i m pad 1Mof our 
ew 4 agents’ addresses ; State ; 30 
ey No “ curiosity seekers.” “Ge the best. 
- BOWLES, J. P., Woodford City, Vt. 
pmEeons who have facilities for bri 
vertisers and consumers — contact through 
lists of names and them 
in 4 lines, 25 words or less, ‘under this head once 
for one dollar, with order. 


ng ad- 








| boa Newspaper Advert at HICKS. Agenc:’ 
LIVE Niustinaten Tclnar in exchange for ad- 
vertisi in roe ae rite us. 
TIN CO., 1902 7th St. 
(Mass.) Is: t to 
agencies in Chicago, New York, Philadephia or 


nn of ovuntey 2 newspapers please 
send somple Nee! and advertising rates to 
— rovident Bldg., Philadel- 


HARLES H. FULLER’Ss NEWSPAPER ADV. 
AGENCY, 112-114 Dearborn St., Chicago, es 
Temple Court, New York Established 1 
timates cheerfully furnished. 





T tarnish American Medical Publishers’ Association 

furnishes revised , on adhesive paper, one 
wrappers, envelo etc. No. 

poe reputable — isers in the United 

States who use medical and phar. toe, 41°28 per 

many new a rs) ice, $1 5 ,per 


dozen sheets. List No. 
devoted to medicine, surgery, pharmacy, etc., in 
the United States and 25 per dozen 
sheets, either in sheets or in strip ‘tock, for use 
on the “ Plymouth Rock” mailer. con- 
venience in sending out adve matter 

sample dity be and your ex _ ied -_ a 
pong y weet hg }) as quic' 

as I ese lists formance free 
to rombers. py “CHARLES W OUD FAS- 
SETT, Secretary, St. oye, © Mo. 











ll «-/—— 


FACILIS DESCENSUS AVERNI. 
Portia—Does it seem possible that I could have ever loved him? Oncet he were a lovely 


dude, but since his fadder got put off de force, 
aint nothin’, not even a journalist !|—7ruth, 


he has went from worse to worser, till now he 
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FOR SALE. 
ADVERTISING space in ST. NICHOLAS. 


G°e ram yetuens result from advertising in THE 


= 50 more lS 1 INCH. 


re ORS at Athens, 
70% SALA $0 had ca 


Fedak atyio, *t PatRITELD, 


 EMINGTON STANDARD TYPEWRITERS—a 
investment for one, wrcKorr, 
8 & BENEDICT, Broadway, N. Y. 


6x9 — or white 
20,000 i 100, ‘or Catchy stchy dioptay 
.CO., Columbus, 0. § 
OUR Bateck pr sh pater presses, with Hoe fold- 
xi 


ers, 31 Pen can be bought 
cheap. MA Sey, il _ IN, Bank Exchange, 
ew York. 


50,000 copies green. 


d, job ang 5s news cases, thirty- 

body ty type, Rooks i All ne A 

WAS E. ROOKS, Martin, T Tenn. 

Hexpsoxe illustrations a and initials for 7 
azines, weeklies one 9 eneral peintiag, Ot 

Feuts free RI- 


Paw ILLUSTRATING co, ‘G CO., Newark, N. J. 


newspapers. A list of the names of the 
ae Iwo? started each week, fur- 
ication. For terms address 

RIDGE MPG. C 


-» Box 375, Box 375, Ridgewood, N.J 

A wo 8 ey of oldest, best pa. 
pa 

where cro; never tall. Good 


best section of Moras, 
opening mi weekly A 
p eB kee ~ Adi 
care ters’ Ink 


Soak ewe given for 
i "Few are an advertiser, st stop. One chaj 


Is fine 
er in 
‘owler’s Building Business is worth 
cha; be 


_ 


Fors SINESS, P 
pters, bound, 48x$3. 7, or 
Rimes For the month of Sarents I will sell 
paid. Profit to you, $178.00. 
E. B. CLARK, 1609 Curtis St. 
Denver, Colo. 


ERE’S velvet for somebody. For sale, a first- 





PRINTERS’ INK, 


PREIMUMS. 
WE want to use premiums. Send 
and prices to W. H. ELLIS,Hammonton,N.J. 


66 QOX o’ Brownies” (rubber stam 


, retail 
25c.). EAGLE Se et nt New Haven,Ct. 


Ovt catalogue e has the best HOME 
BOOK ee ci, Worth St., t., NewYork. 
EWING machines to publishers. 
Lists free. AM. MACHI E CO., Chicago, Ill. 
T. Paap ge celebrates nts owrent -first birth- 
day so successfully that edition of 
the November number 1s all s sold. 
EWSPAPER premiums. The latest ideas in 
and complete books. ARIEL BOOK 
co Market St., Philadelphia. 
PREMIUMS—sewing mach machines are 
snemeeee your cireulation. FAVORITE 
MFG. CO., 42 Wabash Ave., Chicago, 
ey a, new, benoit 
coneaire each 


BNE PUBLISHING Co., 1430 


ce. 
"Bites Penn ja ePhiladel 


ome we 
NEWSPAPER INSURANCE. 


NSURE pesvent os and future business by using 
ST. NI 


N (CIRCULATION What What made London Tit- 
ts? w did Answers reach 700,000! 
pe Weakly nearly a million ! New York 
Press _ sae saga amemenas i? cent in a 
ear? Onl vy a NSURANCE! 


New York, is the only agency 
States for making contracts wit: 
use of coupons. Write or call. 
to confer with business managers. 


newspape rs for 
Always happy 


MISCELLA NEOUS. 
S™ NICHOLAS. 
E PITOMIST, E-pit-o-mist. A maker of epitome. 


AN BIBBER’S 
Printers’ Rollers. 





aad 
ILLUSTRATORS AND ILLUSTRATONS 





class weekly in a first-class town, with a 
first-class subscription list and a first-class ad- §T- NICHOLAS. 

- 9 Alsoa yg job “sgn 4 
lishme h on ear. agazin 
new electric motor goes with ‘om— also. m F° roan ne illustrations, — 
good-will. Another Secinens youn juires m, on ple 
and money. Address J. G. HOLMES, Buc » | ESIGNS, sketches and pieseated's — drawn. 
Michigan. E. LUTZ, 165 West Ave., Buffalo. N. Y. 
ae a sedenail 








FESSIONAL 


Drugs, Surgical Instrumen 


FRANK GARNER | 






WHOLESALE ANDO RETAN 


and Physi 





Supplies. 


Ganevile, Gor, —___— 


159 














A Texas Man’s Idea of a Business Letter Head. 

















PRINTERS’ INK. 


BILLPOSTING AND DISTRIBUTING. 


IRIGO ADV. BUREAU, P. 0. Box 955, Port- 

land, Me. We distribute | af in Maine, 
N. and Vt. at $2 r M up. Send in your 
order early. L. F. JORDAN, AN, oo 

PAYS for mailing 3, circulars and 

$3. 00 gives you two-inch’ co free for 3 
months in AGENTs’ FRIEND. Address sae 
ADV. BUREAU (Ro (Room a Smith -» Boston, 
peace 1D matter and circulars of all ones 

—, distributed trom nomse to ye in 

any part of . ‘or terms an 

ticulars. U! TES MUTUAL "ADVER- 
TISING ASS’N, 112 Dearborn, St., Chicago, Ili. 





SPECIAL WRITING. 


IVE the editor Test. My ‘ * ed. copy.” will do 
it and helps “the * “local” and ads. G. T. 
HAMMOND, Newport, RI R.1 
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A ition 3 Best Best med on on earth. © 1 ekiPE’s 


“A PETS. 5 placed in at 4) 140 local weeklies ; 
T5e. line a week. 
needed. UNION 00. 1 Vandewster St., N. 
‘HE OPTICIAN AND & quae 
circulation eae! phn Sp 
people who buy. Maiden } 2 ton New York. 
; METROPOLITAN A} ray Se RURAL Boxe, 


N.Y., an family 
sues over "500, “monthly. It pays avertiaes. 
your own news 
to PI 


Bros IN. DEPENDENT. | Own CrORLAL 





Own 
r. Send for estimates 
ES CO., 132 Nassau | St, Kew York City. 


HK HEARTHSTONE. 25 Broadway, N. Y. 
\d-in-advance ciroulnsion’ of any 
similar mont in the United States. Send for 
rates and sample copy. 


r r HE Church Press Association, Incorporated, 
publishers of twen' Church Magazines, com- 





ooK out for, squalls. G 
“ed. GOPt and you can 
G. T. HAMMOND, Newport, R. I. 
G OOD luck attends 2. . My confidential “ ed. 
copy ” increases ¢ jon and advertis- 
HAMMOND, Tope R. I. 
Auways up to the times. That’s so; then get 
‘ed. copy ” and see how the editor will 
smile, G. T. HA MOND, Newport, R. I. 

EEP your temper by wu my “ed. co) 
K and increase your ci tion and 
tising. G.T. HAMMOND, fOND, Newport, R.1. 
Sony of oe bons daily and and weekly poner bag 

= - ential pays. ention 

. G.T. HAM HAMMOND, 5 m- re R. 


pf iy baby. 





y,”” 
, 
ver- 


TIRED ublishers find m find my confiden “ed. 
gn A ers find my confident Poli- 
tics tosait. ¢ $3 HAMMOND, Newport, R. I. 


ini 
~- 


ADVERTISING NOVELTIES. 
ADVERTISING rates invariable in ST. NICH- 
OLAS. 








N AZZAROTH--Zeautiful calendar in colors. 
Send stamp. BIGGS, Box 645, Louisville, Ky. 
our circulation 


NG machines will boom 
ices. FAVORITE 


Save mo’ OD. =, tee ge and 


‘abash Ave., ( jicago, Ill. 
N map yoni for electrot are dust-tight 
and vermin-proof. Various sizes. ice 
lists. Adve: rs need them. HEBER WELLS, 


8 Spruce St., New York. 

1893 ,- * we 1804, novelt letters, 15,000 
5,000 3S. 1899-4 names for 
sale. Lette: 


WORLD PUBLISHING C co., Tae ee = 
I 2000 i fective thai 0,000 circ! 4 (postage -. 


= fac copies of anes abe are 
ma S bea: ALBERT B. KING, @ TING.’ William St., N. Y. 


66 SOME advertising that advertises ” is a book 
r printers and publishers, illustrat sing 
ractical and continuous advg that costs mons: 
ice $1. WRIGHT, electric Printer, Buffalo, N. 


bined cir Sam ~“* and rates on 
10 8. 18th St., P , Pa 


OMEs AND HEARTHS is a winner for ad- 
homoge 50,000 fmm my AR put it with the 
H lers.” 40c. line; yearly Sed to WA’ 
ERG’S AGENCY, 21 Par! Park Row 
Tox omens a pea anadian business a bs 7 
minion “.- r 60 papers 
vi moderate. Peres ib liberal’ Tasews tan 
ADA READY-PRINT CO., Hamilton, Ont. 


A= DYERSISING in nouupepess of “known cir- 
ion” means * BUSINESS.” For —_— 

ulars sadreee A. FRANK RICHARDSON, Tribune 

Bidg., N. Y. Chamber of ber of Commerce, Chicago. 


ATERNITY PAPERS—I am agent for 
Fe all the official and leading Pavers of the va- 
rious fraternal - sab 
pay 1 cost 

cial ists os ron ic, Royal A 

num, A. 0. , K on Pothige andall oth. 
ers of this deed Send S tise and rate card. GEO. 
8. KRANTZ, 8) a ears 102 W. 14th St., N. Y. 








rived for the money expended from advertising 
in the AMERICAN FARMER AND FARM News than 
from any other joarnal of its its class in America. 
This beca its lati than 


use its circulation is r that of 
other ay! farm Paper ; use its en- 
tire clien’ ve because the 


ad rates are the Lowest of any paper of its class 
havi: a circulation ae bo. 8 Bick. = 


in ex nt and character. 
World Bidg., New York City, Easte Tm manager. 


NEWSPAPERS 
anp PERIODICALS. 


Advertisements under this hea this head, are lines or- more 
without di: 


ines 
a Ke faced With dis- 
y or 
50 cents a line. Man ve handed 
in one week in advance. 











POs te purpose of invitin, 
of Advertising sett meng S kely to benefit 
reader as well as soe pains pa lines, 25 words or 
less, will inse: once for 





ADVERTISING MEDIA, 
Etna com La puter eg A maker of a brief 


towns and nd villages covered by THE 
O'R Day, as London, Conn. . 
ADVERTISERS: GUIDE. Mailed on soot t of 
stamp. STANLEY DAY, New Market, N. J. 
ARDWARE DEALER’S MAGAZINE, We. a 
line. Send for copy. 78 Reade S8t., N. Y. 
COVER the State of Indiana. 13 leading dai- 
lies. FRANK 8. GRAY, 12 Tribune Bidg., N.Y. 
NY person advertising in PRINTERS’ INK 
A‘e ie amount of $10 is entitled to receive 
the ona for one year. 





CALIFORNIA. 


OS ANGELES TIMES leads in Southern Cali- 
44 fornia. Sworn circulation 13,000 daily. 


CONNECTICUT. 
THE RAMBLER faystsrcriccn”” 
LADIES HOME JEWEL, New Haven, Ct. 
ee Will pay advertisers. 
The. The ant'weters Gace Queen, m, NEW | Haven. 
Circulation extends into 
DISTRICT oi COLUMBIA. 


LERT advertisers advertise in KATE FIELD'S 
WASHINGTON, Washington, D. C. 
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FLORIDA. 
ie x —In its issue of March 7th PRINTERS’ 
= pe article on = —— 
* vertiser reach 


it an article. If use is le 
of any article sent 3 tn reqyon to this invita- 
tion, d it be given, and our corre- 


nse 
eg will be entitled toa year’ 's subscription 
to PRINTERs’ Ink in payment for service ren- 











PRINTERS’ INK. 


The Housekeeper, “™itinn'"* 

isso00” Pays Advertisers. 
MISSOURI. 

Hea DES GLAUBENS, St. 1M, Est. 


. Circulation 33,000, Bri 
T= HOME CIRCLE, St. Louis, Mo., is the best 
adverti: medium in the West. 7 























dered ‘a : 
: copies Rag ty month. 50c. per agate line. Kgtab- 
GEORGIA. , MEDICAL Par bi cop St. seat es has 
(PSE ENTERERISE, Smithville, Ga., all home a aper = 
it; 1,000 subscrii tion than any o' di Ijournal isthe = 
G* 3 its issue = of War pan Rig 
ui on ie su 
Wvhat E papers shal a an nave ert use NEW JERSEY. 
reach e — of Geo; 4 nm utions 
are invited tro , yt 
are invited from persons who deem thepeaves THE EVENING JOURNAL, 
= TAG ee Ae JERSEY OMT 
4 FAVORITE FAMILY PAPER. 


respondent will be entitled to a year's subscrip- 
—— PRINTERS’ INK in payment for service 





IDAHO. 


| be =e its issue of March 2ist PRINTERS’ 

Ink will AS ublish an article on _ subject : 
“ What papers shall an advertiser use to reach 
the Ble c of Idaho!” Contributions are in- 
vited from persons who deem themselves compe- 
tent to prepare such an article. If use is made 

of any article sent in, in response to this invita- 
pS. ‘due credit will ven, and our corre- 
be a year’s subscription 
to PRINTERS’ INK in payment for service ren- 


Sored. 
ILLINOIS. 


HICAGO—In its issue of March 28th PRINT- 
=e bs be Say me ye on the sub- 
ject : vertiser use to 


La-ay of Chi os “Contributions 
feach the peopl persons w ao deem themselves 
poe yr to prepare such an article. If use is 

fany article sent in, in response to this 
invitation, due credit will be given, and our cor- 


Pe remy will be entitled to a year’s subscrip- 
tion to PRINTERS’ Inkin payment for service ren- 





titled 











Circulation, - - - - 15,500. 
Advertisers find (T PAYS! 
NEW YORK. 

S* NICHOLAS. 
‘|. HE Le Roy (N. Y.) GAZETTE is a first-class 


weekly newspaper. 
4 Nes -— trial lines 25c. in Watertown (N. Y.) 
HERALD—30,000 readers. 

















| er any good business it will vork G 4 _ THE 
4+. CHRISTIAN ADVOCATE, New Yo! 
\y EWBURGH. N. Y. Pop. 25, toe - ng 
newspaper,daily and seini-weekly JOURNAL. 
A ANY, N. Y., TIMES-UNION, every even- 
ia ing: and WEEKLY TIMES reach everybody. 
circulation. Favorite Home paper. 
D° you want to reach fifty — sare 
rian homes at three cents a Write 
Advertising Department, CH HISTIAN. STEW- 
ARD, Auburn, N. Y. 














COP. ui 
365. 0 ) 00 ) circulation - aly Len 
number ‘ORLD for Is sure 


be much | ae this ye year. A opular household 





INDIANA. 


E PITOMIST. 


KENTUCKY. 


EN who own horses read KENTUCKY 
FaRM every week. Lexington, Ky 


MASSACHUSETTS. 


N EW BEDFORD (Mass.) JOURNAL. Daily aver- 
a over 4,( — ‘Remember 1 us when placing 











Stock 








going o a fe ri — ‘or 

foulaves address the publishers, 8. H. MOORE 
CO., 27 Park Place, New York. 

F M. LUPTON’S popular periodicals, THE PEo- 
* PLE’s HOME JOURNAL end THE [LLUSTRATED 

Home GusEst. Sworn circulation, 500,000 copies 


each issue. Adve’ rates. $2.00 per agate 
pene less time and go unts. For sample 
lars address F. M. 


and furthe a 
fUpron. publisher, 1 & 108 Reade St..N.Y¥. 


A COMPARISON 4a 
During 1898 the New York EVENING 





POST co per cent more cash 
advertising than any other evening 
oy in New York, a visible concession 


to its superior value as an advertising 











ce) aavastiaar 4 can afford to omit be ENTER- 
PRISE inns vane to reach 

Massachusetts. RACE aoa ait. agent, 

Boston Printers OTe, Feb 


MICHIGAN. 


FREE =: Will insert your ad free if we 


don’t lpg 30,000 every month. 
MINNESOTA. 


a line. 
Snes fhe “Month, Detroit, Mich. 
INNEAPOLIS TIDENDE has Go pes cir- 
P+ culation of any Norwegian- paper 


Fr 




















item: 
r. 


GT PAUL GLOBE, daily. 22,000; Sunda 
20,000.’ Eastern office 
ple Court, New York. C E. ELLIS, m 





ADVERTISERS “ Keep your eye 02 
GODEYS” 
because the oni ety are getting, 
“eo me. the price of a”? 


which means—“ Practically your choice of any 
American Periodical Free.” 


NORTH CAROLINA. 


Ozura Home,40p. mo. I ion jour. 
r’n large, advg rates low. Hamlet,N.C 


OHIO. 


MUSE! NGUM FARMER for Southeastern Ohio. 
4 $5an inch this year. Zanesville, hio. 





























PRINTERS’ INK. 


PENNSYLVANIA. 


oe h has the circuila- 

rating of any oni To that city, : 40,964, 

Pak ‘Monthly FLORAL MAG -— ty * 

ver- 

oars ria” No. 517 Temple Court, New York. 
manager. 


RHODE ISLAND. 


‘HE NEWS, Providence, R. I., ning, 
‘l ONE CENT. 10,000 “gpd 


WASHINGTON. 
S EATILE TELEGRAPH. 


QGEATTLE TELEGRAPH, 
\ Democratic daily north of San 


























the | 
Francis2o. 





WISCONSIN. 


AM leading advertisers are in the weekly Ex- 
CELSIOR, Milwaukee, Wis. 


\ ISCONSIN ae pam Racine, Wis. 
Largest circulation of any English paper 
in Wisconsin. ° 


CANADA. 


Te MANITOBAN (Monthly et Winni- 
peg, Man. Circ.,3,116 ; largest, 9,000. 0c. a line. 


CHRISTIAN GUARDIAN, 


TORONTO, 

















Amante 
by Fy $100 SD forte paper <1 
issue for the past year of ta copies. 


SOUTH AND CENTRAL 
AMERICA. 
YANAMA STAR AND HERALD D. and 
at Panama ; est. 1849. 


.and Span. caitfons 
cover Tory tent. and So. America. Cir., 
ANDREA‘ Ry: 


8 & CO., gen. agents, 52 Broad St., 
SAMPLE COPY 
EDITIONS. 


THE list of general advertisers just 
issued by the American Newspaper 
Publishers’ Association is the most 
thorough compilation of what may be 
called *‘ a working list ” that PRINTERS’ 
INK has seen. It is probable that 
copies may be obtained through mem- 
bers of the association. The advertis- 
ers named are all -respectable and re- 
sponsible. In many cases the person 
or agency in charge of placing the con- 
tracts is named. With scarcely an 
exception the people catalogued are, or 
ought to be, readers of PRINTERS’ 
INK. Every advertiser will be vastly 
benefited by its weekly teachings. For 
the purpose of inviting subscriptions a 
sample copy of the issue of March 7 
will be mailed to every person or firm 
named on this list who are not already 
subscribers, 
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THE New York Newspaper Union 
have been large advertisers in PRINT- 
ERS’ INK for many years. They have 


mia, Pa. kept a list of all the people most likely 


to be interested in advertising of papers 
of local circulation, and copies of that 
list have been furnished to the publish- 
ers of PRINTERS’ INK. For the pur- 
pose of interesting those persons in 
PRINTERS’ INK, and securing subscrib- 
ers from among them, a sample copy of 
the issue of Wednesday, March 14, 
will be mailed to every one of them. 
Advertisements intended for that issue 
should be sent in one week previous. 





THE American Medical Publishers’ 
Association, of which Charles Wood 
Fassett, of St. Joseph, Mo., is secre- 
tary, have published revised lists con- 
taining the names of all reputable ad- 
vertisers in the United States and 
Canada who use medical and pharma- 
ceutical publications. It is asserted 
that the list is brought up to date and 
includes many new advertisers. The 
. association has also published a com- 
m plete list of all publications in the 
United States and Canada that are de- 
voted to medicine, surgery, pharmacy, 
etc. For the purpose of interesting 
all the people named on these lists, and 
securing subscribers for PRINTERS’ 
INK from among them, a sample copy 
of the issue of March 21 will be mailed 
to every person, firm or publication 
named. Advertisements intended for 
that issue should be sent one week in 
advance, 





Mr. GeorGE D. KING, who lives 
at No. 1134 Dean street, Brooklyn, 
and is in the business of preparing 
most attractive circulars for advertisers, 
who think that to advertise by circular 
is wise, has compiled a very complete 
list of the live advertisers doing busi- 
ness in New York City. There are a 
great many such, In numerous cases 
Mr. King gives the name of the mem- 
ber of the firm with whom the adver- 
tising solicitor should confer. The 
list, we believe, contains in the neigh- 
borhood of 2,000 names, Every one 
of these persons is, or ought to be, a 
reader of PRINTERS’ INK, and for the 
purpose of interesting them, and secur- 
ing subscriptions, a sample copy of 
the issue of Wednesday, March 28, 
will be mailed to every address on the 
list. Advertisements for that issue 
should be sent in one week in advance 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
Issued every Wednesday. Subscription 
Two Dollars ayear. Five Cents a pony ; 
Three Dollarsa hundred. No back numbers. 
tw Being, pr rinted from plates, it is always 
issue a new r editlo n of five hundred 
copies for gid) or & larger num ber at three dol- 
t= Except by special assignment, PRINTERS’ 
INK does oe ik apie d contributions from persons 
we expect the return of un manuscript or 
- to be paid for cr contributions. 


GEO. P. ROWELL & CO., 
Eprrors AnD PusLisHERs, 


Orricss: No. 10 Spruce Street. 


NEW YORK, FEBRUARY 28, 1804. 
PRINTERS’ INK’S CIRCULATION. 











Average for last 13 weeks, = 13,115 copies 
Last issue, - = 14,900 copies 
ADVERTISE! If your business is 


not worth advertising, advertise it for 
sale. 





ADVERTISING is the steam propeller 
of business success. It requires an 
experienced engineer. 


WE.saw a New York City Directory 
of 1817 the other day, and observed 





PRINTERS’ INK. 


A QUESTION OF ETHICS IN BUY- 
ING PAPER. 


A reader of PRINTERS’ INK had oc- 
casion to buy some paper. He used 
a good quality of a large size, and it 
seemed advisable to specify. that it 
should be delivered f7at—that is, not 
folded. The paper he had been using 
weighed 96 pounds a ream, and was 
delivered in cases ; consequently, only 
the weight of the paper had to be paid 
for, for no one would think of charging 
for wooden cases as paper. In plac- 
ing an order with a new house it seemed 
proper to designate that the weight ex- 
pected should be net weight. 

Having sometimes thought that the 
paper weighing 96 pounds to the ream 
was not quite heavy enough, on that 
account, and for the sake of ‘* sym- 
metry,” the new order specified 100 
pounds to the ream, A sample of the 
quality was furnished and accepted, 
and on a piece of the sample the order 
was written. It was as follows. 

New York, Nov. 23. 1893. 

One hundred reams, 500 sheets to the ream, 
size B4x44) weight 100 Ibs, to the ream, net, to 


ivered flat, at Ferris Bros.’ place, 324 


Pearl street, within three weeks. Price $5.50 


that in it George Mather was advertis- 4.°°3 


ing printing inks. 








PERIODICALS printed in Canada are 
carried in the mails to all parts 
of the United States and Canada 
absolutely without charge. 


THE Newport (R. I.) Daily Observer 
keeps the following paragraph, in full 
face type, standing at the head of its 
editorial column : 





The American Newspaper Di- 
rectory for 1 queue the morn- 


-- Journal as regards circ 
lation. 











This statement is true. There are 
four Rhode Island morning dailies 
named in the Directory. To one of 
these, the Providence Journa/,a rating 
of exceeding 7,500 copies is given. 
The Newport Odserver is rated exceed- 
ing 800 copies. Neither of the other 
two is credited with issuing any more. 
This claim of the Odserver reminds 
PRINTERS’ INK of the old story of a 
farmer’s boy, who, boasting of the 
combined possessions of himself and 
his father, said: ‘* Me and ‘dad’ own 
forty oxen. ‘Dad’ owns thirty-nine 


and I own one—and mine is a cow.” 


m. 
To Vernon Bros. & Co.,65 and 67 Duane st., 
city. 

Now the question arises. On this 
order, with these specifications, what 
had the buyer a right to expect ? 

When the paper was delivered, the 
printers, Messrs. Ferris Bros., reported 
that the weight was not quite up to the 
specification. 

The bill when it came was as fol- 
lows; 

Paper WAREHOUSE, 
65 and 67 Duane st. 
New York, Dec. 7,.1893. t 


- Bought of Vernon Bros. & Co, 

“Terms: Payable in New York City. No 
allowance of any kind will be made unless 
claimed within one week of receipt of goods, 

74 bdls. 110.374 reams 34xX44—100 sup. 
wh., $614.79 

Received Payment, 
Vernon Bros, & Co. 

To Ferris Bros. 

It will be perceived that the paper 
furnished was between ten and eleven 
reams in excess of the order. 

On protesting to the salesman that 
it had been specified that 96 pounds to 
the ream was too light, and that the 
100-pound ream was to be wet weight, 
and that his attention had been specially 
directed to the presence of the word 
net, and that he had been charged to 
call the attention of his principals to it, 
because that was a condition of the 














PRINTERS’ INK. 


order, he expressed the belief that 9734 
to 98% pounds to the ream, including 
the manila wrappers and strings, was 
as near the specification as would be 
usual, He offered, however, to make 
such reduction as should be insisted 
upon, 

The buyer, thereupon, said that he 
did not wish to izsist upon any reduc- 
tion, but wished (Ist) that the paper 
had weighed 100 pounds to the ream, 
net, and (2d) that he might be asked 
to pay for only what it did actually 
weigh, The bill, after some further 
talk, was pronounced correct and was 
paid. 
The salesman shortly after solicited 
another order, and when protest was 
made of the short weight brought from 
his principals the following letter : 

Vernon Bros, & Co, 

Paper Warehouse, 65 and 67 Duane st. 

New York, Dec. 22, 1893. 

Dear Sir—Our salesman had spoken to us 
in regard to the paper recently sold you be- 
fore we received your check, and we gave him 
instructions to deduct for wrappers and do 
anything else that would secure your ap- 
proval, We regret that the order was nut 
filled as you desired. Thanks for the 
check, We are, very truly, 

Vernon Bros, & Co. 

But no check was returned with this 
letter for the over-payment. 

Exception was still taken, and the 
point made that the bill was paid be- 
cause the sellers said that it was right, 
and not because the buyer was con- 
vinced of that fact. Thesalesman, who 
appeared to be,and doubtless was, a con- 
scientious man and a gentleman, after- 
ward wrote concerning the case as 
follows : 

‘ Dec, 21, 1893. 

In obedience to my stat to you, I have 
made inquiry throughout the trade in refer- 
ence to the custom of charging for paper in 
wrappers, and the expected variation in the 
weight. 1 have consulted the following per- 
sons, and no others, and received the follow- 
ing replies, and no others: 

& O. Myers would consider paper one 
pound over weight, if it weighed 101 pounds 
in wrappers and strings and was ordered as 
too pounds perream. The word ‘‘net”’ in 
an order would not be understood unless fur- 
ther explained. 

Molleson says that the weights are given to 
Paper according to the number of pounds it 
weighs in strings and wrappers. In 100 reams 
of roo-pound paper the variation would not 
unnaturally be from g5 to tos pounds. 

Mr. Weedon, of the Hudson River Co., says 
that a variation from 98 to roz pounds is ex- 
pected in super-calendered paper, but less in 
fine writing paper. He sells one customer 
paper of net weight and then adds 3% pounds 
per ream at the rate per pound asthe paper for 





wrappers. 

it Wilkinson Bros. received an order for 
Paper roo pounds net per ream they would 
consider that it meant 100 pounds with wrap- 
pers—so they say. 
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Buckley, Dunton & Co, say that paper is 
sold by the weight in wrappers and strings, 
and in too reams would vary from gs to 105. 

Perkins & Goodwin say that weights re- 
ferred toare always those of paper in wra 
pers and strings; t 2% per cent is a sufti- 
cient variation ; that the word “* net” would 
lead to further inquiry. 

‘Tosum up, the custom seems to be so un- 
varying that with paper men the purchaser 
has to be more than clear to be un 5 

Yet, custom or no custom, I am myself of 
the opinion strongly that if I had written 
“net” I should have the rixht to expect and 
ought to have received roo pounds per ream, 
and not 100 pounds less strings and wrappers_ 
However, “experimentia dicet."” Yours re- 
spectfully, . 

Probably the question here touched 
upon is one that has arisen in the ex- 
perience of other readers of PRINTERS’ 
INK, for we have the assurance of Holy 
Writ, that ‘‘ No misfortune has come 
to you, but such as is common to man.” 
The question, therefore, still is: If 
you buy paper at 100 pounds to the 
ream, net, and it weighs ggor 98, in- 
cluding strings and wrappers, or 96 or 
97, net, for what exact weight will it 
be proper for you to pay? 

One other question also needs con- 
sideration. If you buy 100 reams, 
because that is the exact amount that 
you want, does the custom of the trade 
compel you to accept 89 or III reams 
as a compliance, with specifications 
sufficiently close to satisfy a reasonable 
business man ? 





44> 
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“EASY CHAIR.”’ 





THE EDITOR’S 


A friend of PRINTERS’ INK wishes 
to know why it is that ‘‘ writers eter- 
nally credit editors with the success of 
a newspaper.” ‘‘ Put the most brill- 
iant editor on a ‘sinking sheet’ and he 
will go down with it,” our friend 
asserts. Then he goes further: ‘* Put 
an editor of no ability in the ‘ easy 
chair’ and a good business manager 
will often make the paper a ‘ howling 
success.” ‘‘The greatest editorial 
writer in the world,” continues this 
image breaker, ‘‘could not influence 
subscriptions enough to pay the ex- 
penses of a daily newspaper without 
advertising revenue, and it is the hus- 
tling manager and his aids in the office 
who gather in the business that pays 
the expenses and the profits.” Finally 
he goes on to assert that ‘‘ the only 
editor who is entitled to the praise he 
receives is the unfortunate one who 
runs a country paper and is manager, 
reporter, compositor, and pressman aS 
well; in fact, the entire newspaper 
within himself,” 
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WHAT 


IS IT? 





CIRCULATION BOOKS OPEN TO 
ALL. 


PRINTERS’ INK will give a year’s 
subscription to the person who, after 
examining the above picture, will write 
to the office of PRINTERS’ INK the 
most correct explanation of it. That 
is, tell what was the original of the 
picture and what its object or use. 





Poor advertisements sometimes do 
harm. A good advertisement occu- 
pies no more space and costs no more. 
Moral: Before launching your adver- 
tisement upon the business stream be 
moderately certain that it is more likely 
to float than to sink. 

—_———__+>>—_—_————__ 

** Use the best paper first and take 
enough space to make the ad effective ; 
use all you profitably can in that paper 
before you consider any other. I 
would rather have one good ad than 
two poor ones. Two short poles are 
not as good as one long one when 
you're after persimmons.”—Charées 
Austin Bates. 





THEY HARDLY EVER DO SO. 
Titusvit_E, Pa., Feb. 19, 1894. 
Editor of Printers’ Ink: 

Is there any provision made to detect and 
punish publishers who falsely swear concern- 
ing their circulation? Please let me know all 
you’re permitted to in regard to the matter. 

L. L. Luse, Editor Clippings. 

Practically, it may be said that there 
are no such persons! They are more 
rare than are rich men in the Kingdom 
of Heaven. Most of the lying among 
newspaper men is done by publishers 
who assert that their neighbors swear 
falsely, when, in fact, the neighbor 
asserts only what is true. Jealous 
publishers of moribund journals are 
much given to accusing more successful 


rivals of lying. The publishers of the 
American Newspaper Directory find 
that not one publisher in ten will tell 


how many copies he prints. Zhe man 
who will not tell does not lie, For 
seven years the publishers of the 
Directory have paid a reward of $100 
for every case where it should be shown 
that they had been imposed upon by an 
untruthful report furnished from a 
newspaper Office, and the following is 
a complete list of the rewards paid to 
date: In 1888, Waukegan (lIll.) Ga- 
zette ; in 1889, Madison (Wis.) Skan 
dinavisk Tribune; in 1891, Prospect 
(O.) Advance; in 1892, St. Louis 
(Mo.) Anzeiger des Westens, Atlanta 
(Ga.) Dixie Doctor, San Francisco 
(Cal.) Morning Call; in 1893, Mus- 
kogee (Ind. Ter.) Our Brother in Red ; 
Monon (Ind.) Mews. 





CLASSIFICATION 
ONE CENT A 
WORD 





Large fortunes are constantly being made 
y judicious advertising, — Minneapolis 
(Minn.) Times. 

















PRINTERS’ INK. 


A SHORT TEXT AND A LONG SERMON, 


By “*PRINTERS’ INK,” ASSISTED BY THE CHURCH 
MAGAZINES. 

Text—LEvery advertiser does some adver- 
tising that pays and a good deal that don’t. 
That which does pay has tocarry and be 
responsthle for that which does not pay. 
Mr. Advertiser, this ts a great thought,and 





one that you will do well to ponder on.—ka- 
ttorial from“ Printers’ Ink,” February 21. 
Office of 
Tue Cuurcu Press AssociaTION, 
Incorporated, 
Chartered under the laws of the State of 
Pennsylvania. 


zo South 18th St., Philadelphia. 
Cuurcn MaGazings, 
Edited and circulated separately. 
Alike only in size, style, and advertising 
columns. 

Each magazine is edited under the supervision 
of the pastor in the interest of whose 
church it is published. 

Combined circulation, 25,000 monthly. 
Rates low, with circulation guaranteed, 


PHILADELPHIA, Pa,, Feb, 13, 1894. 
Editor of Pruters’ Inx+ 

Your article, **A Lesson for an Amateur 
Advertiser,’ in your issue of Feb, 7 recalls a 
question frecuently raised by Philadelphia 
advertisers who have tried to measure church 
magazine space by the Lad/es’ Home Journat 
rate card, I have always maintained that the 
publisher is in a better positionto know what 
it is worth to place an advertisement before 
the readers of his paper than the advertiser 
who has never used it. 

Why should A measure the value of B’s 
circulation by C’s scale? As you say else- 
where in this issue, your paper, PrinTEeks’ 
Ink, is printed from stereotyped plates, and 
additional lots are possible at $3.00 per hun- 
dred. The initial cost is in the preparation of 
the first run. After that additional thousands 
or hundred thousands naturally lower the 
average cost per line for advertising space. 
With publications of enormous circulation, 
even though the line rate per 1,000 is small, 
the face of a contract must necessarily be a 
large amount. ‘Thesame amount of money 
could be involved in other publications using 
long runs, with space and time discounts de- 
ducted. Yet the advertiser could not justly 
claim the same average line rate for smaller 
space or shorter time. The publisher should 
fix his rate. The acvertiser fixes the price of 
the article advertised, and the reader does not 
expect that he nor any one else can purchase 
it for less. We fix our rates and bid for busi- 
ness, with the consciousness that no one can 


underbid us on our own medium. Yours - 


truly, Cuurcu Press AssociaTION, 
WwW 


. W. Roach, Secretary, 

Without disputing ‘‘that the pub- 
lisher is in a better position to know 
what it is worth to place an advertise- 
ment before the readers of his paper 
than the advertiser who has never used 
it,” we may modestly suggest that the 
publisher is just a little prone to over- 
rate the value of his own paper, and 
that of this tendency the advertiser 
finds himself compelled to beware. 

There may be some reason why A 
should measure the value of B’s circu- 
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lation by C’s scale. If A has no scale 
of his own, and C’s scale is generally 
thought a good one, it will be a better 
scale for A to use in measuring B’s 
circulation than B’s scale, because B’s 
is more likely to be specially gotten up 
to bring out a favorable result for B 
rather than for A. C’s scale, prepared 
by a disinterested third party, is more 
likely to be fair to both. 

When Mr. Roach asserts that an ad- 
vertiser has no right to demand the 
same rate per line per thousand copies 
in a publication of small issue that 
one of greater issue may profitably ac- 
cept, he gives away his case. The 
advertiser has no right to demand 
anything. It is the province of a 
publisher to specify the rate at which 
he will sell his space, but it is the ad- 
vertiser’s privilege to accept space in 
the publications available for his use 
that seem to him to give greatest value 
in proportion to price demanded, and 
to omit those whose rates do not seem 
to him to be so favorable. 

Mr. Roach asserts of his publications 
that thev are: 

1. The official 
churches. 

2. Are read carefully in the quiet of the 
home. 

3. By an intelligent, provident, well-to-do 
class of subscribers. 

4. Are read by people directly interested in 
their contents. 

5. Copies are preserved from issue to issue, 
giving complete and connected histories. 

6. Every copy having an intrinsic value, 
renders them an excellent advertising me- 
dium. 

7- Advertisements in this class medium 
bring returns out of the ordinary proportion 
to circulation, 

No advertisement likely in any way to 
disappoint or mislead those who respond to it 
will be accepted, nor will any advertis-ment 
be printed, the character or wording of which 
is for any reason objectionable. The peculiar 
relation in which these church magazines are 
held by their readers makes this rule neces- 
sary and invariable, 

The proprietor of the Ladies’ Home 
Journal may, on his part, claim that 
his paper is equally the ‘‘ official pub- 
lication” of the women of America. 
All the seven points that follow apply 
as well to the Ladies’ Home Journal 
as to the church magazines. 

Mr. Roach would admit that to di- 
vide his 25,000 subscribers into twenty- 
five sets of 1,000 each, by alphabetical 
arrangement, he would have twenty- 
five sets of names, ranging by initials 
from A to Z, and that one of these sets 
is worth just as much as another for an 
advertiser’s purposes. 

If Mr. Curtis should also divide his 


publications of leading 
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circulation into sets of 1,000 he would 
have seven hundred such, all of equal 
value. 

No jury of advertisers, with the pub- 
lications before them, would be willing 
to decide that 1,000 of Mr. Roach’s 
subscribers are worth more to an ad- 
vertiser than 1,000 of Mr. Curtis’ 
subscribers. 

If, then, we divide Mr. Roach’s 
price for an advertisement by 25 and 
Mr. Curtis’ price for the same adver- 
tisement by 700, the result will show 
the exact price per thousand in each 
case, and the most economical medium 
for the advertiser to invest his money 
in will be the one that shows the 
lowest rate per thousand. 

What Mr. Roach or Mr. Curtis can 
afford does not enter into the advertis- 
er’s calculation. He is looking out for 
his own interests, and is willing that 
Roach and Curtis shall watch theirs. 

It is a practice of listening to argu- 
ments, like these of Mr. Roach’s, that 
ruins so many advertisers. 

There is an argument which Mr. 
Roach has wot touched upon that ex- 
plains the real reason that induces care- 
ful advertisers to deal more or less with 
papers of smaller issue, instead of con- 
fining their patronage to those that put 
forth mammoth editions, but that shall 
go over for another sermon. 

ssi keen 


READY-PRINT NEWSPAPERS. 


THEY STIFFEN A PUBLISHER'S BACK- 
BONE. 








For some years I allowed the agents 
and patent medicine advertisers to tread 
on me at will, because I saw they did 
on others. If I dared to ask one of 
them a reasonable price for an adver- 
tisement he would crush me by exhib- 
iting contracts with neighboring papers, 
in larger towns and of greater circula- 
tion, at rates far below mine. In those 
days a dollar looked bigger than a cart- 
wheel to me, for I had bought my 
office on tick, and it was hard scratch- 
ing to meet interest and payments ; so, 
though it went sore against my con- 
science, I would take contracts at what 
seemed to be the ruling price. But as 
the burden of debt eased a little, my 
back-bone stiffened, and during the 
past two or three years I have taken 
solid comfort in refusing to submit to 
the worst of the impositions. I en- 
joyed partial liberty so well that I 
made-up my mind to s*c"re complete 
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emancipation. I did not exactly see 
my way clear in my restricted field 
(with a town three times as large within 
five miles on one side and the county 
seat within ten miles on the other) to 
handling both sides of an eight-column 
paper without outside advertising, and 
I did not have the moral courage to re- 
duce to seven columns, so I decided to 
try the convenient though somewhat 
despised ‘‘ patent.” So far I am well 
satisfied with the change to the ready- 
print plan. I have saved more than 
enough in office expenses to cover all 
that I would have received from foreign 
advertising, and have handled more 
jobbing than I could possibly do with- 
out extra help if I had printed both 
sides of the paper. My local advertis- 
ing is increasing and promises before 
long to crowd me to printing both 
sides again or to using a larger sheet. 
Between a paper filled with medicine 
ads at quarter price and a good ready- 
print sheet, a sensible publisher will 
choose the latter every time.—C, C. #., 
in The Press and Printer. 
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Pearl-like teeth, wherever 
seen, naturally suggest the 
Twin Luxuries— 








p¢ large embossed tubes only.) 
The acme of tooth brush per- 
fection, and the most deliciousé 
dentifrice made. 

Both sold by Druggists. 


dainty Look, telling you all about the 
> enh, and 3 sample tube of Operle 













Cream, free. 
FLORENCE MFG: CO,, 
Florence, Mass. 






SUGGESTION 
FOR AN ADVERTISEMENT OF A 
STOMACH 


BITTERS. 











AN ADVERTISING SECRET. 


The sign, “* Fine Toilet Soap, 5 cents,” 
For months hung on the wall ; 
The ladies came and went each day 
But bought no soap at all. 
The sign was changed: ** Complexion Svap,” 
Price 50 cents per Cake,”’ 
The dealer in the next two weeks 
A fortune small did make. 
—Kansas City Journal. 


temanamansilip heist 
POLITICS IN ADVERTISING. 

Does partisanship affect the value of a 
medium, circulation not considered ? Probably 
not so far as ordinary political rivalries are 
concerned or with oagund 60 one party as com- 
pared with the others. But is it not probable 
that obnoxious partisanship on either side 
lessens the value of the medium? If we re- 
gard the advertisement asa salesman, as some 
declare it is, there can be no doubt about it. 
No business man would select as his chief 
salesman a politician whose abusiveness and 
radicalism had made him despised by the 
better class of his own party and hated by his 
opponents; at least, it would be insisted on 
that his extreme expression of views cease 
throughout his time of service,— Wilder 
Grahme, 


—_ +o. 
POWER OF ILLUSTRATION. 


‘Take one small piece of chalk, a blackboard 
and some little folks, 

Tell them a story, and mark on the board 
shapes or outlines, telling them this is a house, 
tree, dog, etc. 

The power of imagination will fill out, in 
their minds, your crude outlines, and convey 
to them the ideas you wish to express. 

You use the same principle when you 
illustrate your ads for children of larger 
growth, with dollars to spend. There are 
few hnes of advertising that could not be 
doubled in value by a judicious use of illus- 
trations.—//, Senior. 

—— 

SuortT of residence in a distant place, noth- 
ing can afford a man such reliable information 
concerning its actual life as its papers.—2. L. 
Curran, 


ae 
Ir is difficult, if not impossible, to find out 
which paper is ‘“‘read by the largest number 
of people,”’ because a publisher is seldom 
found who will tell precisely the number of 
papers printed.—Newfort (X. J.) News. 





Mr. E, W, Spautpinc, for five years the 
very efficient manager of the advertising de- 
partment of the Cosmopolitan Magazin-, has 
resigned his position upon that publication 
and will, on March 1, assume charge of the 
New York office of the Philadelphia Ladies’ 
Home Journad, 


Two Connecticut papers, the Ansonia Sen- 
tinel and the Danbury News, are issued in a 
peculiar way. They come out every day in 
the week except Wednesday and Sunday. On 
Wednesdav the daily subscribers receive the 
weekly, The Stamford Advocate pursues the 
same plan, issuing its weekly on Thursday. 


Nevins & Havitanp, dealers in wall paper 
at 500 West 42d street, New York City, issue 
aset of photo-engraved folders (illustrating 


rooms papered in different styles) that are an 
artistic success. Printers’ Ink advises other 
dealers to send for copies of these folders and 
see how hard it will be to get out something 
more effective or half as beautiful. 
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THE ART OF ADVERTISING. 
From the New York Weekly. 
Museum Agent—What’s wrong with our 

new midget ? He doesn’t seem to draw. 
Manager—Of course not. See how you’ve 

ruined the advertisements. You’ve put his 
height at three feet. Make it thirty-six 
inches and the people will come with a rush, 





A NOMINAL PRICE. 

Thought, a Kansas City magazine, in the 
only issue that we have seen, October, 1893, 
states its subscription rates as follows: $ .co 
per year; o cents per copy. 





BLIGHTED AMBITION, 
from the Washington Star. 

““No,”’ said Farmer Corntossel’s wife, 
* fame ain’t fur everybody. There’s Josiar, 
He done his best, but he never will get fa- 
mous.”’ 

** What was his ambition ?”’ 

** Ter get his picter inthe paper. He setup 
nights tryin’ ter think of some ailment ter 
take patent medicine fur, but he was so over- 
powerin’ healthy that they wusn't a single 
thing fur ’im ter git cured of.” 





The ad that is charged with argument with- 
out attractiveness is a good deal like the 
modest violet you’ve heard of—born to blush 
unseen, etc.—F. Scardore. 





Tue Folding Clothes Dryer Co., of Black 
River Falls, Wis., have published a descrip- 
tive booklet about their dryer. It is ve 
plain and modest in appearance, but is we 
printed on fine paper, the color of the ink on 
the inside pages harmonizing nicely with the 
restful brown of the cover. The title is, 
*“ All the Facts about the Folding Clothes 
Dryer.” That is what the book tells—facts— 
plainly and forcibly. Six illustrations put the 
dryer through its paces, and a dozen or more 
testimonials complete a pamphlet that might 
well serve as a model. Printexs’ Ink ad- 
vises amateur advertisers to send for a copy 
and study its merits, 


Tue local paper affords the best basis for 
an estimate al the present and future of the 
region. Written information from a friend is 
not apt to be asimpartial, and cannot be as 
broad. Travelers’ views are often entertain- 
ing, but oftener superficial. In the quietest 
places are mooted questious, diverse forces at 
work; on their solution and outcome deperds 
the future of thelocality, The papers show 
these ina living way. Tothe man who med- 
itates settling, to the man who would plan a 
new business connection, to an investor in 
local securities in any ~—s the local papers 
are the best guides.—X. L. Curran, 








Minneapouis is the Scandinavian metropo- 
lis of the Northwest, having a Scandinavian 
ane ane of about 60,000, It publishes nine 

ndinavian newspapers. The following 
table, taken from the census of 1890, shows 
the number of persons of Norwegian and 
Danish birth then residing in the States 
named, not including the children of immi- 

grants, born in this country : 
Norwegian. Danish. 


aoe 101,1 14,133 
ieatcteustenaces baieoe 13.885 
EE 27,078 15,519 
ee 255773 2,860 
South Dakota,.......... e+ 195257 45369 
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HOW MUCH SHALL I PAY FOR ADVER- space is worth. I: is only the regular adver- 
TISING SPACE? tiser that gets wholesale rates on newspaper 


space. 

This is a question which often presents Second—The larger the circulation a news- 
itself{—Am I paying too much for newspaper paper has, the cheaper will be its rates in pro- 
space? This is a question very difficult to portion to the number of copies printed. 
decide, or one upon which we cannot well be = Third—Local houses usually get a lower 
a judge, but we can probably give a few gen- rate from a paper than an advertiser who 
eral suggestions which may be of use tosome. lives at a distance. 

First—It depends a great deal upon how Fourth—For small country weekly papers 
often and how much you advertise as to what whose circulation is 1,000 or less, the usual 
you will have to pay. If you only acivertise price to regular local patrons is 10 cents to 15 
once ina while, and then sparingly, you can cents an inch per insertion, single column 
rest assured that you pay every cent that the width. Country papers with over 1,000 get 

15 cents to 20cents 
aninch, There are 
not many country 
papers even in 
county seats with 
a circulation of 
over 2,000 copies. 
A column (20 or 
22 inches long) a 
week for a year in 
the best of themis 
worth from $200 
to $300. In many 
of the smaller 
Papers not over 
$100. 

City daily papers 
in places having 
25,000 tO 50,000 In- 
habitants usually 
get from 1 cent to 

cents an agate 
line, there being 8 
agate linesto the 
square, or 14agace 
lines to otek. 

In places of 
50,000 to 100,000 
inhabitants from 
2 cents to 6centsa 
line is the ruling 
price, varying ac- 
cording tothe cir- 
culation of the 


— . 
n large city 
dailies the usual 
—_ is about 
rom Kc. to 1c. a 
line per thousand 
circulation, 
Fifth—The rates 
of weekly or relig- 
ious publications 
are usually and 
properly higher 
than of daily or 
secular papers,— 
Dry Goods Chron- 


ticle. 
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Tue rural pop- 
ulation—the great 
agricultural class 
—read more than 
ever before. 
These people do 
not take dailies 
regularly, because 
they often do not 
get to the post- 
office more than 
once a week dur- 
ing a considerable 
portion of the 


year.—F, 7. 
Lane, of Toledo. 
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Tuere is to-day sharper competition in the 
general weekly field than ever before. ‘The 
multiplication of dailies led to an increase 
in the number of general wecklies, many of 
which make a specialty of news of their own 
State and thus get a fair circulation, Some 
years ago, and perhaps now, the weekly edi- 
tion of the Ohio State Journal did this, and 
it was astonishing how many thousands of 
subscribers it had all over the West, among 
former Ohioans who had emigrated, but still 
took interest enough in their former home to 
subscribe for a paper in which they were sure 


to find all important happenings within its | ; 


borders.—F. 7. Lane, of Toledo, 


+> 
+> 


Louts Kotman, the “‘dealer in almost every- 
thing’’ at Ashland, Wis., went to bed one 
night unknown and awoke to find that he had 
been made famous by little PrinTERs’ INK's 
netice of his**catchy business designation.” 
“It has since appeared,” says the Ashland 
Daily News, *‘in dozens of journals through- 
out the country, with complimentary remarks 
in every instance.”’ Louis is by no means the 
first man who has been made famous by 
Printers’ Ink, 
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Tue Palmyra (Neb.) /tems has for its 
motto: Resolved, during 1894, to speak illy of 
no one, nor listen to one that would. The 
paper is likely to be dull, but the contents of 
its ‘* patent inside’’ may enliven it a bit. 
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ADVERTISING BY PHOTOGRAPHS. 


A mode of advertising that has been grow- 
ing very popular with theatrical managers 
during the past few seasons is the placing of 
large frames, containing photographs of the 
scenes and people in the plays under their 
management, in the shop windows. This plan 
was originated by an actress, who, seeing how 





largea crowd of people were always looking T 


at the pictures of theatrical people displayed 
by a prominent photographer, had a number 
of large-size pictures taken and placed in 
several of the windows oa Broadway. Man- 
agers saw that men and women would stop to 
look at a photograph when they would not 
notice a lithograph. 

Possibly no company on the road this season 
carried so many frames of pictures as did the 
Crane company, and they were the bane of 
the advance man’s existence. Describing his 
woes to a New York 7imes reporter, he said : 
“They were always a source of worry, and 
cost all the way from $12 to $20 in each city 
for repairs. hopkeepers had to rcceive 
tickets for displaying the frames in their win- 
dows. When business was very good, this 
was like giving the shopkeepers so much 
money. 

** Despite the utmost precautions, some of 
the frames would get lost. The shop in 
which one of the ‘ Brother John’ frames was 
placed in Pittsburgh was seized by the sheriff, 
and he refused to allow the pictures to be re- 
moved. In Cleveland a photograph of 
‘Brother John’ admiring the new style of 
high hat he had designed was placed in a hat 
store. The proprietor liked the picture so 
much that he scraped Crane’s name from 
the frame. Then he placed a little sign on it, 
reading: ‘A pleased customer is our best ad- 
vertisement : an admirer of our latest style of 
silk hat.’ It was only after threatening the 
man with arrest that he agreed to return the 
frame,’’—N. Y. Times. 

_—_——- > 


Tue first Chinese paper published in Can- 
ada has been started at Vancouver, B. C. 
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CALIFORNIA REAL ESTATE ADS, 
From the Pomona Beacon. 








FOR SALE—COUNTRY PROPERTY. 


it ted 
R SALE—“AT POMONA.” SAY, CHAR- 
ley, how would it strike you to be the 
roud owner of a fine, large orange orchard ? 
‘ow, [have for sale 243¢ acres, set solid to 
pa the owner is a non-resident, an old 
oy | about 7 yoors of ae. rich in 
world’s goods, don’t depend on o 
orchards for bread and butter; he said fe 
was like a child with a new toy; he had had 
it and was now tired of it; 





d a you 
that wants to get a start in life, 
pays 4 cash, to show his good intentions, he 
can the balanee from the ay his 
place is in _a fine locality, but little over a 
mile from the depot and coll and about 
# mile from_the proposed electric road to 

omona and Claremont. If you want to see 
it I will meet you with the e at the 
Santa Fe depot at North Pomona, or at 8S. P. 
depot at Pomona. R.S. BASSETT, Pomona. 


R SALE—“AT oe READER, 








me give you a poi ° 
from Cleveland, but if you want to buya 
fruit ranch go out in the count where 
they are. What do the boys in the city know 
about fruit ranches? Come out and see old 
Hayseed himself. R. 8S. BASSETT, Pomona. 
<outcementipapinstnninsrent 

N. W. Aver & Son’s Hyphenated Amer- 
ican Newspaper Annual for 1893-94 appeared 
early in January, 1894, and on page 7 of that 

ublication it was stated: ‘This edition 
oon date 1893-94. The next will be 1895, 
and so on in regular succession.’’ In its 
issue of Feb. 7 Printers’ Ink stated that no 
edition of the Annual would appear in 1894: 
his was a palpable error. ot only will 
there be an edition in 1894, but there will be 
twoofthem, First, the hyphenated edition ; 
second, another edition for 1893 will appear 
in December, 1894. This information 1s ob- 
tained from headquarters. Under date of 
Feb. 17 Messrs. Ayer & Son write to Print- 
ERS’ Ink: ‘“‘It is our purpose to have the 
1893 edition of the American Newspaper An- 
nual ready for delivery Dec. 1, 1894."" When 
the real edition for 1894 will appear is not ap- 
parent, but probably some time in 1895-96, 
Philade!phia is slow, but it gets there. 





> 





Tue Norwalk, Conn., Gazette was estab- 
lished in the year 1800. At Bridgewater, 
Conn., the American Home Monthly is is- 
sued, having 10 cents a year for its subscrip- 


tion price. 
——_+oo—_—<—_—— 


Displayed Advertisements 
50 cents a line; $100 a page; 25 per cent 
extra Jor specified position—if granted. 
Must be handed in one week in advance. 








UPERIOR Mechanical Engra’ . Photo Elec- 
trotype Eng. Co.,7 New Chambers 8t., N. Y. 


4 ' Proof sheet of advg Electros. Best 


Books for coupon or premium a 
TRADE MARKS. 


Address. Excelsior 
Information and advice in relation to 





House, 
York. 








29 Beekman Street, New 
tion free. Unsurpassed facilities. Want circular? 
Guiascock & Co., Pat. Att’ys, Washington, D. C, 








Sonne ee 
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100,000 OF ie sini. 


$30.00. 284822 |! 


$1.50 





BEST 
MALF-TONE 
PORTRAIT, 
Single col., 
CHICAGO PHOTO ENG. CO., 18 Madison. _ 


Medals awarded us on our Iron 
SIX 


ani, GRAVES 


Ww. Ric Ta 
COIN! COIN!!! COIN!!! 
PA mt Coin Mailing Card b: it every 
to line ith bo hustlers for circulation. 
ples tree no ees. Us will Rod ‘ou. Try 


ORD & 
Sole Props. and Mfrs., Detroit, "Mich. 


Arthur’s mares 
Peterson’s. PER PAGE 


F, E. MORRISON, Adv. Mgr., 
500 TEMPLE COURT, N.Y. 


French Advertise- 
ion heeecl 
lars, mch Booklets, 
French Catal es, 
French P . 
French Translations 
ADS from English and Ger- 
JOS_ FRANCOIS, 


1500 Notre-Dame Street, 
Mon: treal, 


a... DON’T SWEAR 
When you have to over- 
haul a lot of papers, cir- 
culars, pamphlets, letter 
files, filling yourself with 
dust and the disturied 
cockroaches with con- 
sternation, but buy an 

Acme Wire Partition. Rack. 

The shelving is dustless, roach 

r— Xf strong, handsome. 











RATES, 











Ly Rack Co., St. Louis, Mo. 





RAPID ADDRESSINC. 
The only authentic bar y a — 
dressed in a 


Now = teed Ady Fo or pax. 
lames guaran a co. 

ticulars address F. D abeotutely P, Prest., 314, 316 

Broadway, New York City. 





HAVE A CARD FOR CHECK- 
ing the Insertions of Adver- 
tisements. Thc best system in 
existence. Cards cost $5.00 
per 1,000, $2.50 per 100. 


ADDRESS, 
WM. JOHNSTON, 
MANAGER PRINTERS’ INK PRESS, 
10 SPRUCE STREET, NEw YORK. 








A Very Pretty Thing ‘ c 
& RINGS. 


Litre d wo 
tio =r" @ sen ee 


WAITE. THRESHER CO PROVIDENCE fi, 4 





The Sacred Heart Review 


Or Boston, 


THe Great Reticious Weexty or New Enctanp. 








Perfecting 


PASTE AND FOLD 8 To 10,000 


160 William Street, New York. 





THE “NEW MODEL” WEB 





PRESS. 


CAMPBELL PRINTING PRESS AND MFG. company, 


Newspaper 


FOUR OR EIGHT- on 
'APERS PER HOUR, 


884 Dearborn Street, Chicago. 




















PRINTERS’ INK, 


TO COVER 1S NOT TO FIT. 


@nILr The Brill Hat 
E 3238 | 


not only affords 


protection, but 

adds grace to 

the head it 
= covers. 





ADVERTISERS 


desiring information as to the ways and 

means of opening up business in 
ENGLAND, SOUTH AFRICA, or 
AUSTRALIA, INDIA, 


are invited to communicate with 


C. MITCHELL & CO., 


the well-known Advertising Contract-| NON-PARTISAN 


ors, through whom many of the '‘argest | 
American firms have been introduced 
to the English ard Colonial markets. 


Years’ Experience 


in placing the most extensive contracts 
in the above-named countries has re- 
sulted in the certainty of execution 
under all the most favorable conditions, 


Cc. MITCHELL & CO. 
Compilers and Publishers of ‘‘ THz Newspa- 
PER Press Directory”’ (49th year of issue); 
Proprietors of Lonpon i AME,” a Journal 
for Advertisers. 
12 & 13 Red Lion Court, Fleet Street, 
LONDON, E. C. 


50 








‘*I wish I had not eaten that salad.” - 


‘*Why? I thought it excellent.” 

** So it was, but it has given me indi- 
gestion. It distresses me fearfully.” 

**Oh, that’s nonsense. Swallow this. 
You'll be all right in ten minutes.” 

** What is it ?” 


‘‘A4. Ripans , Tabule!’’ 


**Do you carry them around with 

**I do, indeed! Ever since I heard 
about them I keep one of the little vials 
in my vest pocket,” 
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THE 


SUNDAY STAR 


Of WILMINGTON, DELAWARE, 


Is a live newspaper of 

A LIVE city of 00 peop. vant 

NEWSPAPER | ‘,,'ssued on the only 

OF TO-DAY. pa a Bane a. — 
is inte 








some man turing 
industry that keeps all busy during work days. 


semis <i 209 0 7 fam Gaon Bo nena, 
local r. 

LOCAL is <oietenesy y intereetea in in 

AND Wilmington affairs, and 

as a consequence the 


Fad: are in' in 

id read it ——_- 
makes it 

, ertising medium 

that no business man who wants to reach the 

people of Delaware can afford to neglect. 

—ecomewes ell 








ad- 





THE ceraen. | char 
ADVANTAGES | 2%", of news and gen. 
OF THE STAR. So agi ial ben 
eR: os 8 he Saturday and = 


daily press. In addition ‘to ee th the — = 
eneral ne’ it 
at make it attractive to "to the --¥, — 
— attention to ~ 4 ind 


theatri: 
events is the best in the State ; it has ab ht 


and up-to-date page, and a 
woman’s page, which Pontributed. to by so: 
of the cleverest writers of the day. It hasa 


hot political » in whi partisan topics on 
botit sides aré diacuseed by able writers oO 


political taiths. = policy of givi 
a show has been erent ot aa 
feature of THE STak. Its ‘About Town de- 


a has also been a great hit, and every- 
is interested in it. It Siivorials deal almost 
xc! aively with local topics of current interest. 


In addition to nase at- 





tractive features, it has 

BESIDES @ puzzle department for 
ALL oe ae _ me Se ot 

- - and a _ a, 

THE ABOVE. which includes 


bright, original d 
carefully selected “ao 


ries, poetry, etc., etc. 





Ancther wn 7 to 

e ive’ ere 
PLENTY is plenty of time to 

OF Star. Itis delivered 

at mg nous of = 

le ear! e 

TIME, er = the only 


ized by a wide-awake advertiser. 


Ask anybody in Dela- 

merchant or 
other business man, or 
any intelligent person. 





AS TO 
ITS 
STANDING. 





tive in it. 
All communications should be addressed to 


THE STAR PUBLISHING CO., 
WILMINGTON, DELAWARE, 
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En Se ee 





VOLUME 6 NES (nines) : PUBLISHED BY 7 
emce a5 ceurs per veer MARCH 1894 ae 


rie Wow 


Haven’t seen ComFortT lately send for a copy and examine its great improvements in mat- 
ter and make-up. You will then understand why it has the largest circulation in America 
and _ why it is prized in a million and a ool homes. 

Here is the way advertisers speak of it : 

We have found ComFort one of the most profitable publications we have used, and only 
good.—Bryant & Stratton, Correspondence College, 








wish there were more mediums equally 


e coasider ComrorT one of our best mediums. It paid us nicely, hence we increased 

our apece— Hazard & Co., Cycles, Peo qu. 
Although my little card appeared but once, the inquiries and dollars keep comin right 

along. My advertisement not only proved 2 good investment, but ComrortT yields cash 

returns the year round.—C. H. Hastings, lisher, Lynn, Mass. 

Space of agents or of us. THE GANNETT & MORSE CONCERN, Publishers; Home Office, 

Augusta, Me.; Boston Office, John Hancock Building; New York Office, Tribune Building. 





THE STATE OF MICHIGAN, 7 


COVERED BY 
WEEKLY 


The Illustrated Sun, | sss: 


x + Sunday Sun, | soo 8/6 


WINTER & BAKER, - PUBLISHERS, 
DETROIT, MICH. 


I lagen average was struck by Geo. P. Rowell’s 
representative in Detroit from careful examina- 
tion of post-office and express receipts and circu- 
lation books. IT GIVES RESULTS. 
——- -@—— 


ADVERTISING RATES. 
Yearly Contracts, = = 40c. Agate Line. 
Transient, = = = 50c ‘* 66 
Reading Notices, = » 75c * 
For Special Discounts and Estimates for Advertising, address 
S. S. VREELAND, 150 NASSAU STREET, NEW YORK. 











PRINTERS’ INK. 


















9,418,805 


PEOPLE 


Live in the territory covered by the Colorado Daily, Sunday and 
Weekly Sun. 
**AN ADVERTISEMENT 


IN THE SUN Pays” 


Because it is to-day the greatest newspaper between the Missouri 
River and San Francisco. 


CIRCULATION : 


cotORADg 


Vy 








NG, 13,005 
° 6 
99a, «,yan™ 


ges 
i 


"ies 25,399 


Largest afternoon circulation in Denver and only afternoon paper pub- 
lishing a Sunday mocning. edition. 

The circulation of the Weekly Sun is larger than that of any weekly news- 
paper between the Missouri River and the Pacific Coast; is more than four 
times the combined issues of the other three Denver papers, and is larger than 
the aggregate issues of any 20 weeklies in Colorado. Only big weekly in the 
Rocky Mountain country. 


ADVERTISING RATES: 


Lower than any other Western paper, circulation considered. 


DAILY and SUNDAY, WEEKLY, 
Six Cents per Line. Ten Cents per Line. 
Liberal Discount on Annual Contracts. No DIscouNT FOR TIME OR SPACE. 


Contracts will be accepted for the WEEKLY Sun with the guarantee that the 
regular bona fide paid subscriptions will not, during life of contract, fall 
below 25,000, and if it should go below, to make a proportionate rebate on 
contract. Statement of circulation, by States and post-office receipts, will be 
furnished advertisers who desire them. 


S3HR~ No other Newspaper in the West can offer as much. 


For Sample Copies, Space, etc., address, 


THOS. D. TAYLOR, 
MANAGER EASTERN OFFICE, 
TRIBUNE BUILDING, 





NEW YORK. 
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! } 
Are You 3 ai } 

e, 

| A Dealer In ¢ Ping 
| Paste, 
| Twine, } 
Type Metal, } 
| Boilers, 
| Engines, 





> | 





Editorial Shears, 
Paper Cutters, 
Mailing or Type-setting Machines, 
Counting-room blank books, 
Circulation Records, 
Subscription Records, 
Printers’ Supplies of any kind, 
Office Furniture, 
Electric Light Dynamos, 
Elevators, 
Pulleys, Shafting, Belting, 
Electrotypes. 


IF SO, YOU SHOULD 


Advertise in “Printers’ Ink.” | 


= | 
































40 Per Cent Discoun 
FOR CASH!! 


rarT 


p CIVE SATISFACTION.OR MOWEY 0 


ye “For 5 25 


EF 


90 


4 ’ 


Nog 





I assume the cost of reproducing the above advertisement in PRrnTeRs’ INK 
because it illustrates my position. I sell the same quantity of goods for 
one dollar and a half, and if there is any difference in the quality I guaran- 
tee mine to be better. What makes the difference of 40 per cent in the price is the 
fact that to get my ink the buyer has to hand over the cash with the order. He 
can buy anywhere else and be allowed from six to twelve months’ time. It is this 
eternal desire for credit that keeps printers poor. Printers who are solvent can 
keep so by buying News Inks of me. My prices for News Inks, guaranteed to be 
the best in the world, have been and still are: 





500-pound Barrel at 4c., $20 00 
250-pound Barrel at 44c., 11 25 
100-pound Keg at 5c., 5 00 
50-pound Keg at 53éc., 275 
25-pound Keg at 6c., 1 50 





The goods are delivered at any railroad or steamboat in New York Oey and 
satisfaction is guaranteed. Printers who will give their pressman ha f the 
amount they savein buying of me will learn that the goods I send are the best 
News Inks he has ever used. [issue no circulars—have no specimens. All that I 
need is to see a copy of the paper to be printed, to know the kind of press wi 
and the temperature of the press-room ; and, most important of all, 


A CHECK WITH THE ORDER. 
Satisfaction is Guaranteed Every Time. 


Address Wwe. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce £t., New York. 











The following is the first and only testimonial that I have ever received : 
TURNER’S FaLs ‘ REPORTER” STEAM PRINTING ESTABLISHMENT, 
Cecil T. Bagnall, Editor and Proprietor. 
Wm. Johnston, 10 Spruce Street : TURNER’S FALLS, Mass., Feb. 16, 1804 
Deak Srr—I Pe ee last ad in PruvTErs’ IvK, “ sovereign for a shilling.” While we all know 
there is considerable humbug in ink—that is,we sometimes pay three times what we should for same 
results, there is a'ways a fear of getting some nasty mess if we go down in price too far. If there 
is an hing meaner in the world than acheap and nasty ink I should like to know what it is, and 
yet the sample I got from you at 5} cents so far wepuae as satisfactory as some I have been payi 
25 cents a pound for. What can “ee do in job ink, a glossy, black, quick-irying, for commerce: 
work, hard, good paper, on check-with-order basis! Aiso other inks a. - 
. BAGNALL. 


Ican do nothing on Job Inks. News Inks are myspecialty, and I stick to News 
Inks—unless | get a check with the order. Wa. JOHNSTON, 
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THIS OFFER HOLDS GOOD WHILE 
THE SURPLUS BOOKS LAST. 
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The above book was sent; and any University, 


Library, School, Historical Society, Hotel, Reading 
Room, Club or Chamber of Commerce may also 
obtain a copy of the last issue of the American 
Newspaper Directory (1893) by cutting out this 
announcement and returning it, together with written 
instructions as to how the book shall be sent. If 
to be forwarded by mail, 44 cents must accompany 
the order to cover the cost of postage. Address 


AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce St., NEw YORK. 











PRINTERS’ INK. 255 


MADE BY TIFFANY. 























A PRINTERS’ INK SOUVENIR. 


0000 


SOLID SILVER, 


GILDED BOWL. 


0000 


THE FIRST SPOON was sent, January 
13, to Messrs. Blackmer Bros. & Co., 41 East 
Indiana St., Chicago, Ill. THE SECOND, Jan- 
uary 20, to the Bowker Fertilizer Co., 29 
Beaver St., N. Y. THE THIRD, January 27, 
and THE FOURTH as well, February 3, went 
to Mr. Frank R. Miller, 43 Chatham St., 
Boston. THE FIFTH, February 10, to Mr. 
W. W. Bennett, Sec’y of the Air Brush Manu- 
facturing Co., Rockford, Ill THE SIXTH, 
February 17, to Standard Silver Ware Co., 
38 Pearl St., Boston. 





Persons who wish a PRINTERS’ INK SOUVE- 
NIR SPOON may, by reading the advertisement 
printed below, learn how it may be procured. 








os INK likes to see what sort of cizou- 
sen pecete use who seek advertising patro: 
fl you are an advertiser and get a lot of 
8 m4 of literature, we want it! Tell your bo 
to save it for us! Send us every Saturday 
that have accumulated within a week. If what 
you send is a larger lot than we receive from any ‘ 
one — for the week, we will send you a silver *. 
oom and another and another, just as long as 
e lot you oa is larger than comes from any 
other perso: Please observe : Circulars from 
a rs on others who use them for the pur- 
rey ee are what is 
vanted— i—not ordin: business circulars. Ad- 
rem PRINTERS’ IN , 10 Spruce St., New York. 
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DVERTISERS should take 
4’ every possible precaution that 
will assure success. Secure 
the best advertisement ob- 
tainable—the one of all others 
that will be most likely to bring 
business. 

ee that it goes in the right 
mediums—the papers that will bring 
the largest returns. Be sure that no 
more than a fair price is paid for the 






space. 
We study our customers’ interests and 
look after all the above details. 


THE GEO. P. ROWELL ADVERTISING CO.., 
Dealers in Newspaper and Magazine Advertising, 
10 Spruce St., New York. 











